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Rough Proofs 


Consumption of draft beer is de- 
clining, the figures show. But it 
isn’t certain that this refers to the 
figures of draft beer enthusiasts. 


.- F 


Maybe draft beer consumption is 
going down because amateur ball 
games are no longer garnished with 
beer kegs at the home plate to re- 
fresh each runner who scores. 


vveegy? 


A True Story survey shows that 
most people indulge in a fourth meal, 
technically known as a snack, before 
going to bed. Insomnia can’t be such 
@ menace as Ovaltine and Kaffee 
Hag try to make out. 


7, F Ff 


The style of the “actors’ and 
artistes’” union suggests that the 
ladies are expected to furnish the 
artistes while the men provide the 
ham. 

2 9 


Charles F. Kettering believes that 
the elimination of street parking is 
inevitable. So do a lot of automobile 
drivers who have tried it. 


*  F 


Real estata owners who have just 
discovered the possibilities of their 
neglected gold mines are now plan- 
ning to tear down their skyscrapers 


And operate parking lots. 


, & 


Judging from the pulchritude of 
the advertising models, a short cut 
to Warner Brothers, the motion pic- 
ture firm, could be through Warner 
Brothers, the corset manufacturers. 


- Fy F 


Carl Zimmerman says that Shake- 
speare was the first to discever hali- 
tosis. But there was no Listerine 
advertiser at hand in the sixteenth 
century to profit by it. 


vveege 


Hartmann Trunk expects to make 
“every traveler an expert in the com- 
plex art of packing.” But even an 
expert would like to learn more about 
how to put in that last item after the 
trunk is already filled. 


7 @ FF 


Copywriters for coffee accounts 
were amazed to learn that claims 
made by advertisers of the aromatic 
berry as far back as 1700 were even 
more extravagant than their own. 


. = F 


The demand for Hollywood stars 
for advertising endorsements is giv- 
ing some of them more frequent ap- 
pearances in the magazines and news- 
papers than on the screen. 


. 2 F 


The fellow who used to cut Roman 
numerals on the corner-stones of new 
buildings is now turning out a big 
stock for use following the names of 
broadcasting celebrities. 


ie 


Visitors to New York should be 
warned that the name Crawford in 
electric lights on Broadway is more 
likely to refer to clothes than moving 
pictures, 

vvweegy 


“Public to Pick Radio Stars in 
Eaton Contest.” 
They do it in the end, anyway. 


Copy Cus. 


BULGING RURAL 
PURSE IS LURE 
TOADVERTISERS 


Early Season Sales Increases 
Stimulate New Plans 


(Observations of Farm Paper and 
Federal Authorities on Pages 14 and 22.) 


New York, July 30.—With govern- 
ment and other authoritative sources 
estimating an approximate billion 
dollar increase in 1937 farm income 
over 1936, many manufacturers, 
wholesalers and distributors are 
completing plans for vigorous sales 
campaigns aimed at rural markets. 
Mail order houses, pointing to in- 
stalment and “big product” sales, 
are anticipating favorable rural buy- 
ing but express less general enthu- 
siasm. 

Already registered sales rises in 
several fields, including farm equip- 
ment, automotive and electrical de- 
vices, plus anticipation of bumper 
crops to be sold at good prices, are 
the inspiring factors behind this 
rural merchandising activity, accord- 
ing to reports to ADVERTISING AGE 
this week by leaders in the market- 
ing campaigns. 

Farm paper editors, as reported 
elsewhere in tils issues are unani- 
mous in predicting a banner income 
season for all types of farming. 

Significant of the sales gains made 
in farm implements, machinery and 
automobiles is the report of So- 
cony-Vacuum Oil Company, which 
has announced a farm market cam- 
paign calling for a 40 per cent in- 
crease in appropriation over that of 
1936. Special emphasis is being 


(Continued on Page 8) 


Cadillac Will 
Offer Airline 
Trip to Buyer 


Detroit, July 28.—A new merchan- 
dising agreement with principal air- 
lines was announced today by D. E. 
Ahrens, sales manager, Cadillac 
Motor Car Company, whereby the 
purchaser of a Cadillac or LaSalle 
may, vithout additional cost, obtain 
an airline trip to Detroit and suffi- 
cient expense money for the “drive- 
away” trip home in his new car. 

Under the new plan, the Cadillac 
or LaSalle customer makes the usual 
terms with his local dealer. Instead 
of receiving the car direct, however, 
he receives an airline ticket to De 
troit, plus cash for his expenses on 
the trip home. 

The offer is open to purchasers in 
all parts of the country and the 
amount of “expense” money received 
by them, according to Mr. Ahrens, 
represents the cash differential be- 
tween the airline ticket fare and the 
normal automobile freight charge. 
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Tydings Bill Nears Adoption 
As Congress Eyes Adjournment 


MUSIC MAKERS’ 
CONCLAVE HITS 
CHEERFUL NOTE 


Instrument Sales Rise Spurs 
Promotion Expansion 


New York, July 28.—Continuing to 
write in black sales figures the story 
of the industry that was down but 
never out, musical instruments man- 
ufacturers and dealers met at the 
Hotel New Yorker here this week for 
their 36th annual convention, dis- 
played their advance designs and 
outlined expanded promotion plans 
ranging from 35 to 200 per cent over 
the past year. 

The musical prosperity keynote 
was sounded by W. A. Mennie, secre- 
tary, National Piano Manufacturers 


Who knows? ~ 


FROM JIG-TIME &2 BIG TIME 


his OPPORTUNITY 


This dominant action illustration will lead 

off Winter & Company's expanded maga- 

zine campaign in September, stressing 
musical education. 


Association, who reported that piano 
shipments for the first half of this 
year were 49,595 units, 34 per cent 
over the same period of last year. 
Inasmuch as the second half of the 
(Continued on Page 33) 


PULLS GIFT SALES 


Quality markets’ revival is emphasized in 
this new gift box designed for Parker 
Pen Company's Super Vacumatic. 


PARKER TELLS 
FACTUAL BASIS 
FOR CAMPAIGN 


Jan 8ville, “Wis., July 29—In" an- 
nouncing a $500,000 advertising cam- 
paign for the last half of 1937, Parker 
Pen Company is also acquainting 
dealers with the basic market infor- 
mation on which advertising plans 
are predicated. The figures were de 
veloped by a survey by William Her- 
rington, director of market research, 
Blackett-Sample-Hummert, Inc., Chi- 
cago agency in charge. 

According to Mr. Herrington’s find- 
ings, 73 per cent of all persons now 
use fountain pens. Even more sur- 
prising was his discovery that almost 
as many children as men are users, 
the figure for the latter being 84 per 
cent, and for the former, 78 per cent. 
Among women, 61 per cent are users. 


Most Popular Prices 


Indicating the revival of demand 
for quality pens, 68 per cent of all 
sold are priced at $5 and up, the 
remaining 32 per cent costing less 
than $5. Parker sells 45.6 per cent 
of the total, or more than the aggre 


(Continued on Page 33) 


Last Minute News Flashes 


Smith to Head Gillette Advertising: Maxon Appointed 
Boston, July 30.—Gillette Safety Razor Company advertising will be 
placed with Maxon, Inc., Detroit, Sept. 1, it was announced today. Craig 


Charles M. Pritzker as advertising 
Maxon as vice-president. 


Smith, formerly with Ruthrauff & Ryan, present agency, will succeed 


manager with Mr. Pritzker joining 


AFM Makes 14-Point Transcription Demand 
New York, July 30.— The American Federation of Musicians spiced 
the fifth day of its conference with 50 transcription and radio station 


tailed Story on Page 4.) 


representatives today, with a 14-point demand, highlighting its original 
insistence on employment of an equal number of “live” musicians. 


(De- 


Form Corporation to Promote Iowa Products 


Des Moines, July 30.—Formation of Iowa Foods, Inc., to advertise Iowa 
agricultural products, was announced today by Otto S. Muntz, chairman 


of the sponsoring Greater Iowa Commission. 
listed, with advertising funds to be raised on a pro rata sales basis. 
ucts will carry an “Iowa Endorsed” label. 


prohibition’s return. 


Forty-one food products are 
Prod- 


Women Organize to Block Prohibition’s Return 
Albany, July 30.— With organization of a Women’s Moderation 
Union unit here today, plans were revealed to combat nationally efforts at 
M. Louise Gross, former repeal leader, is in charge. 


SENATE OKEHS 
PRICE MEASURE: 
GOES TO HOUSE 


Conferees Accept Bill 


Washington, D. C., July 30.—Pas- 
sage of the Tydings-Miller Bill was 
virtually assured at this session today 
when House and Senate conferees 
voted its acceptance. 


Washington, D. C., July 29.—Clari- 
fied by an amendment outlawing 
agreements between competitors, the 
Tydings- Miller price maintenance 
bill, passed by the Senate as a rider 
to the District of Columbia tax meas- 
ure, moved further toward becoming 
law this week when Speaker Bank- 
head announced his intention of 
abandoning the calendar position of 
the bill in the House, with the pur- 
pose of instructing House conferees 
to accept the Senate version. 

This would complete legislative 


except to confirm favorable action of 
the conferees. 

Meantime, as Congress pointed for 
an early adjournment, the House In- 
terstate Commerce Committee met 
today to consolidate all food and 
drug amendment proposals into one 
bill, hoping to report it before ad- 
journment. 


Minority Raps Bill 


Progress of the price maintenance 
bill was featured by a bitter adverse 
report by Senator King, who as chair- 
man of the committee, refused to re- 
port out the District Bill with the 
rider attached. Senator McCarran re- 
ported for the committee. 

While the amendment is expected 
to soften reported opposition of the 
President to the bill, opponents were 
vigorous in denying its ultimate 
chances of adoption. The amendment 
reads: 

“Provided further, that the pre- 
ceding proviso shall not make lawful 
any contract or agreement providing 
for establishment or maintenance of 
minimum resale prices on any com- 
modity herein involved, between 
manufacturers or between producers 
or between wholesalers or between 
brokers or between factors or be- 
tween retailers or between persons, 
firms, or corporations in competition 
with each other.” 

The minority report, asserting the 
bill takes the reins out of the hands 
of manufacturers and gives them to 
the retailer, quoted liberally from 
investigations made by Dr. Ewald T. 
Grether, University of California, 
one excerpt reading as follows: 

“There can be no doubt that resale 
maintenance under the California 
Fair Trade Act has made for higher 
prices on advertised products sold 
through cut-rate and chain-store in- 
stitutions. Without doubt, consumers 
who wish to buy standard drug _prod- 
ucts with a minimum of professional 
attention and merchandising service 
are harmed by resale price main- 
tenance, except insofar as they are 
able to obtain equivalent quality 
under private brands.” 

Discussing the operation of the 
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ADVERTISING AGE 


August 2, 1937 


Feld-Crawford fair trade act in New IF T d A 
York, where legal resale prices were air ra e ct 


fixed on 2,112 items, the _ report 
carries a tribute to the power of ad- 
vertising while making some dire 
predictions, as follows: 


“Proponents of the 
amendment argue that 
this bill would raise prices to the} 
consumer on well-known brands, the | 
consumer can buy private brands at 
lower prices and thereby protect him- 
self. In all probability that is ex- 
actly what he will do in the course 
of a few years. But today he is led 
by advertising to believe that because 
a drug or cosmetic is high priced 
and has a well-known name, it must 
be better than the private brands 
now available in a few stores at half 
the price of the identical well-adver- 
tised articles. 


p Proposed! 
even though | 


Store Reputation a Guarantee 

“His only guarantee of quality and 
safety on private brands is the repu- 
tation of the store selling them. Only 
a few stores are strong enough to 
prepare and push their own private 
brands. And the refusal of certain 
metropolitan newspapers to carry ad- 
vertising making price comparisons 
on private brands, speaks eloquently 
of the pressure brought by national 
advertisers and indicates some of 
the difficulties of providing reliable 
brands for the average customer.’ 


Shifts Volume 
to Independents 


Chicago, July 29.—Though margins 
are still unsatisfactory, the Illinois 
Fair Trade Act is resulting in a re- 
distribution of patronage which is 
helping the small independent drug- 
gist at the expense of the chains. 
This summary was given ADVERTISING 
AGE today by George L. Secord, presi- 
dent, National Association of Retail 
Druggists. Dr. Secord also expressed 
the opinion that the Tydings-Miller 
bill will House before ad- 
journment. 

Margins of retail 
age 323 per cent at present, Dr. 
said, minimum prices filed 
under the Illinois law allow gross 
profits of from 10 to 22 per cent. 

“In spite of this unsatisfactory 
price situation,” Dr. Secord said, “in- 
dependent druggists are profiting 
from a diversion of business from the 
chain stores to themselves. 

“Many consumers who 
patronized chain stores, often go- 
ing out of their immediate neigh- 
borhoods to get the benefit of lower 


pass the 
druggists aver- 


Secord 
while 


formerly 


STRIKE EFFECT 


THE PUBLIC SHOULD KNOW 


A Statement of Fact from the 
Food Merchants of Buffalo 


PLACING the maeronsinsry 
gnosis wed 1 me = Ge nceris of tend tat have bon provers 
emards 6 lems dex enable them 10 stariutely contre! ali eure 

see mhatry todo 


THE FOOD “MERCHANTS 
of Buffalo 


Food merchants of Buffalo, beleagured 

by a strike which strangled distribution, 

used large space copy in local news- 

papers co-operatively to present their 
stand in the controversy. 


buy many trade-marked articles at 
the drug store across the street at 
the same price. 

“In buying these advertised prod- 
ucts, they frequently invest in other 
items giving a larger margin of 
profit, so that the Illinois Fair Trade 
Act is proving a boon to independent 
druggists.” 


Heating 


Banzahf Plumbing & 


M 


the heating business. (John’s 


Oil-O-Matic dealer—does that explain his 


popularity ?) 


And these same Marshalltonians look on 
The Des Moines Sunday Register as the tops 
in newspapers. Although Marshalltown lies 
69 miles north of Des Moines, 4,128 out of 
her 4,712 families are Sunday Register read- 
ers. In this, Marshalltown is like most other 


wa 
The 


Cc. U. Williams, 
Williams Oil-O-Matic 


N MARSHALLTOWN, IOWA, folks 


look on John Banzahf as among the tops in 


prices, have discovered that they can 


President, 


Corp. 


John Banzahf, 


Heating Service, 
arshalltown, Iowa 


the Williams 


communities in the state. For, in exactly 202 


out of 205 cities and towns of 1,000 popula- 
tion and over, The Des Moines Sunday 


Register has an average coverage of 67%. 


There in a nutshell, Mr. Williams, is the 


reason why Iowa dealers—in all lines—like 
to have their efforts backed up with sched- 
ules in The Des Moines Sunday Register. 
Its more than 300,000 circulation every Sun- 


day is circulation that counts—concentrated 


> 
ot 


in their own local communities. 


oines Register and Tribune 


Monopoly on 


Golf Balls Is 
Denied by PGA 


Washington, D. C., July 
serting that the wide range 
balls produced at various prices 
makes it impossible for any one to 
enjoy a monopoly or to fetter com- 
petition, the Professional Golfers’ 
Association of America today replied 
to charges recently filed against it 
and the Golf Ball Manufacturers’ As- 
sociation by the Federal Trade Com- 
mission. Violation of both the Rob- 
insun-Patman act and the Federal 
Trade Commission act was charged. 
The Professional Golfers’ Associa- 
tion added that it is primarily an 
altruistic service organization, with 
the business end, consisting of sale 
of its own trade-marked golf balls 
and other supplies, incidental to the 
main purpose. It explained that cer- 
tain leading manufacturers, desiring 
to help the association, which main- 
tains a benevolent fund for relief of 
members, agreed to manufacture the 
“PGA” ball, paying the organization 
a royalty for use of the trade-mark. 
A part of these royalty payments, 
the commission charges, was passed 
on to members of the association, the 
result being to give the professionals 
a lower price than competing dealers. 
The commission also alleges that 
PGA members generally were given 
lower prices than were made avail- 
able to dealers, by means of a dis- 
count from list prices. 

The commission charged that both 
manufacturers and professionals dis- 
criminated in price between different 
purchasers of golf balls of like grade 
and quality, the effect being to les- 
sen competition and create a mon- 
opoly. 


Dyer Heads Philco 
In Great Britain 


Carleton L. Dyer, formerly man- 
aging director, has assumed active 
control of Phileco Radio and Televi- 
sion Corporation of Great Britain, 
Ltd. 

Howard W. McAteer, chairman of 
the board of the British company, 


28. — As- 
of golf 


will relinquish much of his active 
work due to unfavorable health, al- 


though he will retain the board post. 
Mr. McAteer and Mr. Dyer organized 
the Phileo company in England in 
1931. 


New Kimball Agency 


Accounts Announced 
Abbott Kimball Company, New 
York, newly-formed agency, an- 
nounces its appointment as advertis- 
ing counsel by Volupte, Inc., cos- 
metics, Tone Laboratories, Inc., cos- 
metics, both of New York; Mar- 
cus Neiman Department Store, Dal- 
las, Tex., and Eisenberg & Sons, dress 
manufacturer, Chicago. 


Artists’ Guild Moves 


The Artists’ Guild, Inc., New York, 
has moved to new offices at 9 Rocke- 
feller Plaza. 


SWANK TO MAKE 
BOW WITH NEW 
LINE OF BRACES 


New York, July 29.—Swank Prod- 
ucts, Attleboro, Mass., this fall will 


launch the largest advertising cam- 
paign in its history, at the same time 
introducing a complete line of braces 
as well as additions to its jewelry 
line, it was revealed here today at 
a regional sales convention of the 
company, 

National advertising will 
around full color pages in Collier’s, 
Esquire, Life and The Saturday Eve- 
ning Post with Alfred J. Silberstein, 
Inc., New York, the agency in charge. 
To appeal to women buyers of men’s 
gifts, Good Housekeeping will be 
used, while advertising in college 
dailies will aim at the spending col- 
lege populace. 

Copy throughout will merchandise 
the Swank products and be angled 
season-wise with respect to fall’s re- 
turn, the back-to-school movement 
and the holidays. Packaged mer- 
chandising is receiving special atten- 
tion, with regular gift sets and for- 
mal jewelry placed in regular jewelry 
cases and with a number of items 
packaged in combination in utility 
containers. 


center 


Meet Hickok Brace 


The announcement of the entry of 
the Swank company into the braces 
field was made shortly after the plans 
of the Hickok Mfg. Company, Roch- 
ester, were made known, calling for 
greater concentration on that com- 
pany’s jewelry products. 

In the new line to be marketed by 
Swank are an initialed brace, Roto- 
Bak free action brace and Grip-Tite 
automatically locking, trouser grip 
brace. Swank also merchandises a 
large line of leather goods. 

Increased style consciousness on 
the part of men is resulting in the 
enlargement of men’s jewelry de- 
partments in retail stores, according 
to the Swank company, which pre- 
dicts a corresponding increase this 
coming season in the local retail ad- 
vertising of jewelry and men’s wear 
accessories. 


Ediphone Will Add 
Newspapers in Fall 


Federal Advertising Agency, New 
York, newly-appointed advertising 
counsel for Ediphone division of 
Thomas A. Edison, Inc., West Orange, 
N. J., said present magazine and 
business paper advertising will be 
continued throughout the year with 
addition of some newspaper copy 
beginning in the fall. 

Important changes in the Ediphone 
advertising strategy, it was said, will 
be withheld until next year. Bu- 
chanan & Co., New York, formerly 


handled the account. 


1938 will reward 
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SIMPLE SIMON 
MET A PIEMAN 


ee 


GOING TO THE FAIR 


“Let me taste your ware”, said Simple 
Simon, which request indicated that the name 
“Simple” was a misnomer and that Simon 
was in reality a very smart buyer. 

Lots of Spot Broadcasting is bought in the 
same way. A taste of radio in a few markets 
— success!—and then expansion into other 
likely markets throughout the country. 

The success of such a procedure hinges on 
one point: Proper market and station selec- 
tion for the original tests. 

Here are stations which advertisers have 
learned to depend upon for the success of 
such tests—and for the profitable expansion 
of the resulting schedules. 
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Experts Study 
Regulation of 
Transcriptions 


New York, July 29.—Strict regula- 
tion of radio transcriptions was indi- 
cated as the outcome of the series of 
meetings which began here Monday 
morning and is still in progress be- 
tween directors of the American 
Federation of Musicians, on one 
hand, and various other’ factors 
affected, on the other. The list in- 
cludes representatives of radio sta- 
tions, recording companies and 
manufacturers of transcriptions. 

As usual, the union made stringent 
original demands in the expectation 
that a compromise will be reached, 
with both sides making concessions. 
The battle was launched by James 
C. Petrillo, president, Chicago Fed- 
eration of Musicians, who demanded 
that a station broadcasting record- 
ings should pay salaries to as many 
local musicians as were used in the 
transcription. 

Since radio stations have had an 
opportunity to study the situation, 
they have approached the conference 
sympathetically, realizing that trans- 


criptions have been subject to abuses. 
While no indication has been given 
as to outcome of the daily meetings, 
consensus indicates that the simplest 
solution is to see that transcriptions 
are used only for the purpose for 
which originally made. 


Weber Is President 
The conferences were launched 
Monday morning with representa- 


tives of World Broadcasting System, 
Transamerican Broadcasting & Tele- 
vision Corporation, Marsch Labora- 
tories, Jesse L. Kaufman, Inc., and 
Muzac meeting with the AFM board 
in quarters of the American Society 
of Composers, Authors and Publish- 
ers. 

Brunswick, RCA Mfg., Decca, Vic- 
tor and Mid-West met with musicians 
the following morning. Afternoon 
gatherings of the AFM board are 
being held daily to review the latest 
developments. Joseph N. Weber is 
president of the musicians’ union. 


Blair Adds WDSU 


John Blair & Co., radio representa- 
tive, has been appointed by Station 
WDSU, New Orleans. This station, 
affiliated Aug. 1 with NBC, has filed 
application with the Federal Com- 
munications Commission to increase 
its power from 1,000 to 5,000 watts. 


BRITISH LEADER 
SAYS PROMOTION 
VITAL TO CO-OPS 


Elliott Tells Advertising’s 
Part in Development 


New York, July 27.—Advertising is 
compatible with co-operatives, con- 
trary to common American belief— 
so says Sydney Elliott, editor of 
Reynolds News, Sunday newspaper 
owned by the Co-operative Press As- 
sociation, London, and author of 
“The English Co-operatives,” recently 
published in this country by the Yale 
University Press. “We have nothing 
against advertising so long as it 
meets our standard of honesty,” he 
told ADVERTISING AGE today. 

Bearing out this statement, he 
cited figures of the Reynolds News, 
which was taken over by the co- 
operatives in 1929 to fight attacks 
against British co-operatives. Nearly 


"Gnoct ooks 
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Select a limited number of good markets. 
Get what you consider a good program 
idea and prove it in your selected, logical 


markets. 
few more markets. 


risk your entire jack-pot (and your faith 


UMBLE as we are, we beg permission 

to preach one small sermon to all our 
friends who may be considering “a start in 
radio” .... And that is to start small. 


If it pans out, then go on to a 
And so on. 


But don’t 


in radio) on one great splurge for which 
the only data is your own or someone else’s 
mere enthusiasm. 


And if you want some help in the impor- 
tant spade-work that precedes schedules 
and scripts, we'd be glad to pitch in. We’ve 
lived with radio for a long time, and aren't 
very likely to “go nuts” on you. 
lieve you'll find us definitely helpful. You 
know where to reach us. 


We be- 


FREE & PETERS. inc. 


(and FREE, JOHNS & FIELD, INC.) 


WHO . . . . Des Moines 
WGR-WKBW . . . Buffalo 
WHK-WJAY . . Cleveland 
WHKC . . Columbus 
KMBC . . . . Kansas City 
WAVE .. . . Louisville 
WTCN . Minneapolis-St. Paul 
KOIL .... . Omaha 
KOIN-KALE . . . Portland 
KSD. ... . St Louis 
WFBL . . . . . Syracuse 
KOL . . .. . Seattle 


SAN FRANCISCO 


Gok C. Bldg, 


wesc .... . Charleston 
WIS... . . Columbia 
WOC .. . . Davenport 
———E 


KTAT . . . . Fort Worth 


WDORC. . . _ . Hartford 
WNOX ... . Knoxville 
KFAB . . Omaha-Lincoln 


WMBD .... . Peoria 
WPTF ... . . Raleigh 


KV... .. . Tacoma 
6184 KTUL . . ... . Tulsa 
WKBN . . . Youngstown 


NEWS MAKES COPY 
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[COLE'S LAUNDRY 


Cole's Laundry in Grand Rapids, Mich., 
found the lead story in the Herald on 
a robbery by unwashed bandits made a 
perfect copy motif last week and pro- 
ceeded to lift the news headline bodily 
for a timely piece of promotion. 


90 per cent of the advertising in the 
newspaper features what are known 
here as national brands, and adver- 
tising volume has grown so that ad- 
vertising space now constitutes about 
25 per cent of the paper’s average 
space per issue, which is considered 
a good proportion in Britain, accord- 
ing to Mr. Elliott. 

“We need advertising just as much 
as private business does,” Mr. Elliott 
pointed out. “To grow, to expand, 
we must let the people know what 
we're doing.” 


National Brands Lead 


Furthermore, Mr. Elliott said that 
there is no particular war between 
national brands and _ co-operative 
brands. Private brands constitute 
only about one-third of the goods sold 
through British co-operatives, with 
two-thirds of the stock being made 
up of national brands, under the 
regular brand labels. National brands 
are sold at the same price that they 
are sold elsewhere. 

“The future of co-operatives? We 
believe we’re going to capture more 
and more of the retail trade in the 
British Isles. Last year our business 
amounted to about $1,500,000,000. A 
great deal, however, depends upon 
the form of government we have in 
England. At present, industries are 
subsidized, and quotas are assigned 
in respect to production—as in pota- 
toes. The effects of these subsidies 
is that it is difficult for new enter- 
prises to get under way. We desire 
to expand our productive side as 
much as possible, and find it hard 
to do so because of the licenses and 
quotas.” 

An unusual method of selling ad- 
vertising and adjusting rates has 
been developed for the newspaper 
Reynolds News. A regular levy is 
put upon the co-operative using the 
medium, based on the amount of 
sales. This rate was first about one- 
half of a cent per $5 worth of busi- 
ness done by the group. At present 
the rate is about one-quarter of a cent 
per $5 worth of business, and in 
October it will be further reduced. 
Advantages of this method are a 
regular income for the paper, and 
low rates for the co-operatives con- 
cerned, Mr. Elliott explained. 

The stability of the British co- 
operatives according to Mr. Elliott, 
can be traced to the fact. that 
they operate at an average capital 
cost of 1 per cent. No interest is 
paid on the capital, although the 
creditors may some day ask it. In 
that case, the law limits the interest 
to 5 per cent. With the middle man 
eliminated, wholesale distributive 
cost amounts to about 2.5 per cent of 
volume gross sales. About 60 per 
cent of the earnings are put back 
into the co-operatives, available for 
expansion purposes. 

Mr. Elliott was born in Glasgow 
34 years ago. He has been editor of 
Reynolds News since 1930, the year 
after it went to the Co-operative 
Press Association. He is at present 
in this country to fulfill a speaking 
tour through the East and Midwest 
where he will touch Washington, 
Harrisburg, Columbus, Chicago, and 
possibly Milwaukee. 


ARMSTRONG GIVES SLANT 


OF PRODUCER CO-OPS 

Palo Alto, Cal., July 26.—Operation 
of producers’ co-operatives as a part 
of the present day profit motive eco- 
nomic system, and their dependence 
upon advertising and sales promotion 
activities for success, were described 


here today before the Junior Busi- 
ness Executives’ Conference at Stan- 
ford University, by Paul S. Arm- 
strong, general manager of the Cali- 
fornia Fruit Growers’ Exchange. 

“Producer’s co-operatives are not 
socialistic,” Mr. Armstrong said, “but 
rather represent industrial democ- 
racy. They have no connection, as 
many presume they have, with the 
consumers’ co-operatives. The pro- 
ducers’ co-operative combines the 
capital of many individuals under 
one management, which must be as 
able and progressive as that of any 
corporation.” 

The necessity of advertising and 
sales promotion to procure the con- 
sumer acceptance which would assure 
sustained markets, was strongly 
emphasized by the speaker. He 
pointed out that during the depres 
sion the California Fruit Growers’ 
Exchange increased its advertising 
budget from one and a half million 
dollars annually to two million dol- 
lars. Largely because of the impetus 
given to consumption by this adver- 
tising, he said, most of the producer 
members of the Fruit Growers’ Ex- 
change were able during the depres- 
sion to sell their production and 
make a little profit. 


Florists Fight 
‘Crepe Chasers’ 
in Classified 


Chicago, July 29.—Activities of 
“crepe chasers” have caused the Al- 
lied Florists Association of Illinois, 
Chicago, to turn to the classified 
columns of newspapers to create 
public sentiment against this method 
of getting business, 

The association is using 28 lines in 
obituary columns to state its case: 

“Flowers are symbols of the deep- 
est emotions of mankind. For cen- 
turies they have been used in the 
hour of bereavement. Legitimate 
florists consider it unethical to call 
or solicit the family or friends of 
the deceased unless so requested.” 

Membership of the association in- 
cludes, according to headquarters, 
every “legitimate” florist in Chicago. 
The standards of these florists, which 
prevent solicitation of bereaved fami- 
lies, do not govern all members of 
the industry, and considerable ad- 
verse comment has resulted. 

The advertising is designed to ex- 
plain to the public that association 
members scorn such tactics, and at 
the same time to halt the diversion 
of revenue which has resulted in 
some cases. The campaign will run 
indefinitely. 


To Hirshon-Garfield 


Brigham Hopkins Company, Balti- 
more, maker of men’s straw hats, 
has appointed Hirshon-Garfield, Inc., 
to direct advertising. Trade and con- 
sumer media will be used. 


Bud Radio Appoints 


Bud Radio, Inc., Cleveland, has ap- 
pointed Reiss Advertising, Inc.. New 
York, to handle its advertising. 


RAH! 


A college town? At 
Macon are Wesleyan, 
world’s oldest chartered 
college for women; Mer- 
cer University (men), es- 
tablished 1833; Mount de 
Sales Academy; several 
other institutions here, 
more nearby. Cheer 
your sales through the 
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MACON 


GEORGIA 
TELEGRAPH 
and NEWS 


Representatives: 
THE BRANHAM COMPANY 
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ADVERTISING AGE 


Colorado leads the nation in sugar 
beet production. Present crop is esti- 
mated to exceed 2-million tons. 


Field of high-protein high altitude 
wheat; Colorado's 1937 crop amounted 
to 16-million bushels. 


With a half-million more acres under 
cultivation and a 20-million-dollar small 
grains crop already in. indications 
point to a record year for “sure-crop” 
Colorado agriculture. Farm experts 
forecast a retum around the 200-mil- 
lion-dollar mark to beat the record 
188-million-dollar crop of 1931. 


nally 


Present peak buying will continue 
this fall and winter in the Denver- 
Rocky Mountain region .. . and K1Z, 
entrenched in top place with listeners, 
is in a strong position to exert a vital 
influence on behalf of your product in 
this big, able-to-buy market. 


Denver 


Affiliated in Management with WKY 
and the Oklahoma Publishing Co. 


Representative E. KATZ SPECIAL ADVERTISING AGENCY 


Beef production is an important part 
of Colorado's beet sugar industry. 
Beet tops are approximately the equiv- 
alent of hay in feeding value. 


Feeder lambs, another by-product 
of the beet sugar industry. Denver 
is the largest feeder lamb market 
in the world. 


Corn is forecast to 
exceed last year's 
good —- - by over 
4-million bushels. 
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PINKHAM PLANS 
MAGAZINE USE 
ON BIG SCALE 


Lynn, Mass., July 29.—-The largest 
Space ever used in magazines for a 
proprietary remedy will be employed 
by Lydia E. Pinkham Medicine 
Company following settlement of its 
internal troubles, Charles H. Pink- 
ham, president, said today. 

Space units in magazines will run 
as high as 400 lines, most of the 
copy being dominated by a halftone 
depicting “The Happiest Woman in 
the World,” an _ illustration calcu- 
lated, Mr. Pinkham believes, to ar- 
rest every feminine reader. 

In addition to the magazine list, 
750 newspapers will carry 45 line 
space embellished with line drawings 
and headed in the fashion launched 
early this year by such intriguing 
captions as “Are you only a three- 


quarter wife?” and “The other 
woman lives just around the cor- 
ner.” 

The Pinkham company and its 


agency, Erwin, Wasey & Co., are also 


all these homes 


Oregon. And takes 


prestige and 


ADMISSION | 


to 700,000 


Radio Families 


One ticket—your pro- 
gram on K PO—takes you into 
in Northern 


California, Nevada, Idaho and 


to the accompaniment of NBC 
popularity —a 
strong combination. 


A Pacifie Coast Red Network Station 


Completely Programmed by NBC 


SHOT STYLED 


Remington Arms Company gives unusual 

quality appeal to its Arrow shot shells 

with this new jewel-box style Bakelite- 

molded container for point of sale 
display. 


conducting a mail survey to deter- 
mine which age class produces the 
most users of the Pinkham Vegetable 
Compound and which medium is 
most likely to reach this type of 
consumer. Special attention is being 
devoted to radio in this question- 
naire, several queries about listening 
habits being included. 

Mr. Pinkham said that in spite of 
ithe long years of advertising done 
|by Pinkham, sales fall off rapidly 
when promotion is abandoned, as 


during the period when two factions 
indulged in litigation to determine 
which should direct the company’s 
affairs. While January showed a gain 
of about 50 per cent over the corre- 
sponding month of 1936, cessation of 
advertising reduced the February 
gain to about 35 per cent. 

The heavy magazine schedule will 
begin with August issues, including 
Fawcett Women’s Group, Household 
Magazine, Life, McCall Style News; 
Macfadden Women’s Group, Modern 
Magazines, Pictorial Review, Scrib- 
ner’s Magazine and Woman’s World. 


WNBR Changes Letters 


WNBR, Memphis outlet of the new 
lue southern network of the Na- 
tional Broadcasting Company, 
changed its call letters to WMPS. 
Aug. 1, when the network joined NBC. 
The station is owned by Memphis 
Broadcasting Company and affiliated 
with the Memphis Press - Scimitar, 
Scripps-Howard newspaper. 


Lottridge Becomes 


Manager of Network 


Buryl Lottridge has resigned from 
Station KOMA, Oklahoma City, to 
become managing director of the 
Oklahoma Network, with headquart- 
ers in Oklahoma City. 

Eight stations comprise 
gional network. 


the re- 


vou there 


CARAVAN SELLS 
MODERNIZATION 
OF STORE FRONT 


Pittsburgh Plate Glass Com- 
pany Takes to Road 


Chicago, July 28.—Taking advan- 
tage of the tremendous interest of 
retailers in installing store fronts 
which will aid them in their battle 
for volume, Pittsburgh Plate Glass 
Company today presented the first 
showing of its Pittco Store Front 
Caravan in the quarters of Common- 
wealth Edison Company. 

Already producing “a job every 
five minutes,” the Pittco Caravan is 
scheduled to make a _ nation-wide 
tour, bringing modern display fronts 
to retailers everywhere and, if they 
wish, relieving them of every detail 
of installation. The Caravan, con- 
ceived by sales and advertising 
executives at Pittsburgh headquar- 
ters, is designed to promote both 
Carrara glass and the Pittco Store 
Front metal which is a more recent 
addition to the company line. 


Utilities Take Hand 


In presenting the miniature stores, 
Pittsburgh Plate Glass Company en- 
listed the Westinghouse Lamp Com- 
pany to provide scientific lighting. 
Utilities, which have a heavy stake 
in modernization as specialists in 
illumination, will co-operate in many 
cities. 

While, as indicated, Pittsburgh 
Plate Glass Company is prepared to 
handle all details of installation 
through crews stationed in every im- 
portant city, it prefers to work 
through architects and _ specifically 
disclaims any intention of competing 
with members of this profession. 

All of the store fronts which are 
actually displayed in miniature in 
the Pittco Caravan are also repro- 
duced in a booklet distributed at the 
exhibitions. 

The 12 model store fronts in the 
Pittco Caravan cover as many lines 
of retailing. Represented in the list 
are a bakery or gift shop, a food 
store, luggage shop or shoe store; 
a bakery, novelty store or pharmacy; 
a haberdashery, shoe or drug store; 
a haberdashery, bar or tobacco shop; 
a grocery, hardware or camera store; 
a women’s accessories or novelty 
shop; a dry goods, haberdashery or 
electrical store; an attractive bar or 
jewelry store; a five-and-ten-cent or 
food store; a jewelry or optical sup- 
ply store; and a small jewelry store 
or perfume shop. This unorthodox 
grouping is explained by the fact 
that display problems are identical 
in widely different fields. 

Color and streamlining are the key- 
notes to this and to most of the other 
model fronts shown. 


Add New Dimension 


Display portions of windows pro- 
jecting slightly from the remainder 
of the space is another innovation 
sponsored in the Caravan. In one 
instance, the window is divided into 
15 circular displays of the peephole 
type for effective exhibition of small 
articles. 

Another interesting suggestion cov- 
ers night illumination, black Carrara 
letters being silhouetted against a 
brilliantly lighted ground glass back: 
ground. 

A design for a store front for a 
bar is gently curved after the fashion 
of such accessories, so that the 
pedestrian who is following the con- 
tour of the store fronts would auto- 
matically enter the establishment. 

The Pittco Caravan is booked solid 
in many cities. Trade associations 
have welcomed the Caravan as an 
aid to members, and are according 
it wide publicity as a new conven- 
tion feature. 


Bates Art Appoints 
Ernest Frank & Neiman, Chicago. 
has been appointed to handle adver- 
tising of Bates Art Industries, Chi- 
cago, maker of gifts and novelties. 


Copy in Type, 
Wire Releases 
Sarazen Saga 


Chicago, July 26.—While 32 news- 
papers carried 250-line copy on sport 
pages today calling attention to the 
fact that Gene Sarazen, victor in the 
Chicago $10,000 Open Gold Tourna- 
ment which ended late yesterday at 
Medinah Golf Club, played the Wil- 
son Hol-Hi ball, Wilson Sporting 
Goods Company held use of telegraph 
to a minimum in securing prompt in- 
sertions., 

The company and its agency, 
United States Advertising Company, 
has adopted the plan of providing 
newspapers with mats in advance of 


VICTORY 


ON VICTORY! 
For Fly-Wheel Action 


GENE SARAZEN 


WINS 
Chicago $10,000 Open 


AT MEDINAH GOLF CLUB 
PLAYING aS 
WILSON HOL-HI 


K-2 


major tournaments, leaving only the 
name of the winner open. Release 
of the proper name and the insertion 
order is then made by telegraph as 
soon as the facts are known. 

This system, it was pointed out, al- 
lows the company to have spot copy 
of this kind as polished as any other 
type and eliminates the variations in 
layout caused by each newspaper set- 
ting the advertisement according to 
its own ideas. 

Wilson has had enough top-notch 
golfers playing its ball to insure suc- 
cess in a large percentage of the lead- 
ing tournaments and has found this 
plan more economical and effective 
than wiring copy at the last minute. 
Ralph Guldahl, for instance, tri- 
umphed in the National Open, which 
preceded the Chicago Open. 

Current copy made capital of the 
recent events captured by golfers us- 
ing Wilson equipment, as well as of 
the Sarazen triumph yesterday. 


Laboratory Appoints 


Phage Laboratories, Inec., New 
York, pharmaceutical chemist, has 
appointed J. Hayden Twiss agency, 
New York, to handle its advertising 
account. 


WJAX Appoints 
Station WJAX, Jacksonville, Fla., 
has. appointed Craig & Hollingbery, 
Inc., as national sales representative. 


SAMPLES 


of our Newscolor printing 
are not confined to one or 
two lines of business. If 
we can’t show you a News- 
color consumer piece used 
in your industry, we can 
probably come close to it. 
What'll it be, gentlemen? 


EXCLUSIVE PRODUCT OF | 


SHOPPING NEWS 
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Crosley Radio 
Gets Services 


of Michelson 


Cincinati, July 29.—Charles Mich- 
elson, veteran publicity director for 
the Democratic National Committee, 
has been retained as public relations 
consultant of Crosley Radio Corpo- 
ration, Powel Crosley, Jr., president, 
announced today. 

Crosley will not require the full 
time services of Mr. Michelson, who 
retains his post with the Democratic 
National Committee and will con- 
tinue to make his headquarters in 
Washington, Mr. Crosley said. 

Mr. Michelson’s field, however, 
will be broad in scope. It will not 
be confined to publicity, but will in- 
clude advertising, promotion and re- 
search. It will also cover all of the 
business ramifications of Crosley 
Radio Corporation which, besides 
operating Stations WLW and WSAIT, 
manufactures radios, electric refrig- 
erators and other products. Bill 
Bailey continues as publicity direc- 
tor for the two radio stations, while 
James W. Beckman will continue to 
handle publicity for the manufactur- 
ing company. 


SS — —— 


| Copy Carried; Law 


Requiring It Hit 


New York, July 27.—The un- 
usual spectacle of a publisher 
condemning a situation which 
made necessary a six-page ad- 
vertisement in his publication 
is provided in the current issue 
of The Investment Dealers’ Di- 
gest, weekly financial paper. 

Editorially, the publication 
urges amendment of a section 
of the Securities Act of 1933 
which requires that a complete 
prospectus be published in ad- 
vertisements of issues of less 
than $100,000. In the same is- 
sue, Leigh Chandler & Co., New 
York security house, uses six 
pages and about 3,000 words to 
publicize a new offering of 36,- 
000 shares of Ever-Plastics Cor- 
poration capital stock at $1.50 
| per share, 


Seidenbaum Gets Pipes 

A. Oppenheimer, Inc., 
has appointed the William G. Seiden- 
baum Advertising Agency, New York, 
to handle the advertising and promo- 
tion of GDB Briar Pipes. Men’s class 


publications and business papers will 
be used. 


New York, 


BULGING RURAL 
PURSE IS LURE 
TO ADVERTISERS 


(Continued from Page 1) 


placed on both farm publication copy 
and local rural merchandising. 

The trend toward increased activ- 
ity in farm building and the pur- 
chase of new equipment will be fol- 
lowed up by Barrett Company in its 
advertising of cattle sprays and roof- 
ing and building material. Copy for 
the first items will be confined to 
Dairymen’s League News and Hoard’s 
Dairyman, but the other products 
will have the advantage of space in 
several general media reaching farm 
readers. 

As in the last two years, the com- 
pany will concentrate on a direct 
mail campaign built around farm 
plan books which contain complete 
plans for building all types of farm 
structures. 

National Carbon Company, Inc., 


New York, a heavy advertiser in the 
farm field during the last four years, 


D features make NEWS-WEEK 


the five-star final 


WirH its eyes on the whole world of news, News-WEEk brings the blur of 


bewildering news events into focus. News-WEEK presents a new phase of weekly 


journalism. It offers readers and advertisers alike features found in no other 


weekly publication. NeEws-WeEeExk is the five-star final in the news-weekly field. 


self-conscious prose, NEws-WEEK puts clar- 


NEWS FOCUS News-WeEeEk puts 
first things first. Its lead story is the 
biggest news event of the week. Ahead of 
sensationalism, it puts integrity. Ahead of 


ity. It is written freshly, interestingly, but it 


considers clear interpretation of facts more 


important than style of writing. 


EDITORIAL OPINION News- 
WEEK does more than clarify the news. 
It has definite editorial opinion, but confines 
it to its editorial page. It provides, on the 
page, ““Today in America,” 


Raymond Moley’s keen, forceful discussion 


of current issues. 


FORECAST News-WEEK dares 


look ahead. The important new depart- 


ment, “Periscope,” interpret 


today in the light of tomorrow. provides 


advance information approached only by 


expensive services, 


7 


day morning. 


a vehicle for 


NEWSPHOTOS 
News-WEEK, assures NeEws-WEEK the 


Organized by 


best selection of news pictures, provides 
steady market for News-WEEK correspon- 


dents covering the world. 


SPEED Advertising plates received 


on Monday are in issue on sale Thurs- 


Monday midnight news dis- 


cussed in the same issue. 


Because its 275,167 readers, 67% more 
than last year, believe in News-WeEeEk’s 
integrity and follow it page by page, the 


country’s leading advertisers are spending 


57% more money in News-WEeEK this year 


than last. 


five stars? 


s the news of 


Why not hitch your advertising to these 


NEWS-WEEK 


FIVE-STAR FINAL OF ITS FIELD 


COMEDY PULL 


a A TERRIBiE Ste 


=. my 
THIS OYSTE 

unhappy. He's been shopping all 
day and hasn’t found the things 
he’s looking for. Somebody should 
tell him to look in the Classified 
Section of the Telephone Directory 
(Yellow Pages). Then he'd have 
no trouble in locating such things 
as Plumbers, Pipe, Pet Shops, Pop- 
corn, Printers, Pumps and Painters. 
Remember the poor oyster the next 
time you are in a stew—look in the 
Classified! New York Telephone 
Company. 

Use the 
YELLOW PAGES 


IN THE TELEPHONE BOOK 


Comedy characters, neatly tied to shop- 
ping pointers, feature New York Tele- 
phone Company's new directory promo- 
tion in newspapers throughout the state. 


reports that the coming season will 
be a climax to its steadily increased 
use of farm publications. National 
farm papers and the larger sectional 


journals will be used in promotion of 
the company’s flashlights, batteries 


and Prestone. 
Watch Campaign Outlined 


The Ingersoll-Waterbury Company, 
Inc., Waterbury, Conn., has doubled 
its appropriation for space in na- 
tional farm publications and has 
added Capper’s Weekly, Country 
Home and Progressive Farmer and 
Southern Ruralist to its previous list. 
The campaign, promoting the com- 
pany’s watches and clocks, will be 
launched in September. 

In the carpet industry, reports in- 
dicate that dealers in rural areas are 
anticipating a sales year equal to 
or better than the high years of 1923, 
1928 and 1929. Bigelow-Sanford Car- 
pet Company, Inc., has announced its 
plan to enter this “growing market.” 

Winchester Repeating Arms Com- 
pany, New Haven, Conn., is another 
organization which will be active in 
fall marketing. A broad campaign, 
scheduled to run from October 
through December in farm papers, 
will continue and intensify this com- 
pany’s drive of past years in promo- 
tion of its guns and ammunition. 


Railroads to Benefit 


Railroads are expected to benefit 
this year by the increased movement 
of crops and livestock from farms to 
marketing centers. Tying in with 
this prediction is the announcement 
by C. B. Goshorn, account executive, 
Arthur Kudner, Inc., New York, that 
the Association of American Rail- 
roads will “substantially” increase its 
farm advertising in October _is- 
sues. This agency handles advertis- 
ing for the Association. 

Tobacco companies are also giving 
attention to rural markets this sea- 
son. Liggett & Myers Tobacco Com- 
pany, New York, has used farm pub- 
lications since May to advertise its 
Velvet smoking tobacco, marking the 
debut of this product in this type of 
medium. 

P. Lorillard Company, New York, 
which last year used one farm paper 
for Union Leader, is now using five. 

George W. Hill, Jr., advertising 
manager, the American Tobacco 
Company, said, “Our sales are show- 
ing a satisfactory and steady in- 
crease, and the so-called farming 
states are getting their share of it.” 

The Nash Motors division of Nash- 
Kelvinator Corporation, Kenosha, 
Wis., will increase its 1938 advertis- 
ing in the farm press, according to 
A. R. Boscow, director of advertis- 
ing and merchandising. “It is quite 
apparent,” Mr. Boscow said. “that 
rural areas are better markets than 
they have been.” 

Further recognition of the impor- 


(Continued on Page 31) 


Tire Dealers 
Corporation 
Perfects Line 


New York, July 29.—The U. S. 
Tire, developed by United States Rub- 
ber Company for U. S. Tire Dealers 
Mutual Corporation, will make its 
bow in August through color pages 
in The American Weekly, Associated 
Weekly and This Week, and domi- 
nant space in 120 metropolitan news- 
papers. A strong dealer promotional 
campaign also is scheduled. 

The U. S. Tire, a popular price 
quality product, completes the line 
of the dealers’ organization, which 
also includes U. S. Royal and U. S. 
Royal Master. The latter are adver- 
tised regularly in 400 markets. 

U. S. Tire Dealers Mutual Corpora- 
tion was formed Jan. 1, 1937, when 
United States Rubber Company aban- 
doned replacement business as a 
result of the Robinson-Patman Act, 
retaining only certain volume ac- 
counts and adopting one price to all. 
It turned 28 company-owned stores 
over to the new dealer organization 
and announced that the latter’s ac- 
tivities would be directed by a com- 
mittee of members. 
Campbell-Ewald Company, 
York, handles both accounts. 


New 


Rambusch Appoints 
Rambusch Decorating Company, 
New York, has appointed Roeding & 
Arnold, Inc., New York, as adver- 
tising agency. Frank K. Graf is ac- 
count executive. 


Appoints Handler 
Sidney Handler, formerly on the 
advertising staff of the New York 
Herald Tribune, has joined the Met- 
ropolitan Advertising Company, New 
York, as an account executive. 


MISSOURI 
CROP RECORDS 
HAVE FALLEN 


With the best crop pros- 
pects in years, Missouri 
farmers are preparing to 
harvest a_ tremendous 
money crop this year. The 
Corn outlook is the best 
since 1933 — 126!/5 million 
bushels which is more than 
three times the 1936 yield. 


Wheat, safely harvested, is 
the largest crop since 1919. 
Growing conditions have 
been favorable for every 
‘single crop. All in all— 
13,043,900 acres have been 
planted in 22 major crops, 
an increase of 5.2 per cent 
over 1936 acreages. 


Missouri is offering this ex- 
tra bounty to advertisers. 
Are you preparing to take 
advantage of this money- 
to-spend market, where 
The MISSOURI RURALIST 
plays such an important 
role in getting buyers and 
sellers together? 


MiSSOUTi 


~~ RURALIST 


Publication and Business Office 
ee Topeka, Kan. we 
115,000 SUBSCRIBERS ai 
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OUTDOOR ADVERTISING SUPPLIES IT 


Your graphic, colorful outdoor advertising 
message merits attention now when all the 
world is green and colorful. It will win 
even more attention when winter comes 
and nature lacks color, for then outdoor 


advertising supplies color in sales mes- 


sages with an irresistible appeal to the 
passing throng. Now is the time to plan 
outdoor advertising for January as you 
planned for May .. . because this great 
outdoor medium, like “the great outdoors” 


itself, beckons to people all year round. 


Write for our interesting booklet, ‘‘You Will Love Me in December,’’ describing the modern trend in outdoor advertising. 


Ourpvoor Apve 


GAN 


INCORPORATED 


60 EAST 42nd STREET-NEW YORK 


ATLANTA BALTIMORE 


PHILADELPHIA 


BOSTON 
ST. LOUIS 


CHICAGO 
LOS ANGELES 


CLEVELAND DETROIT 


SAN FRANCISCO 


HOUSTON 
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Luxite Survey 


Aids Dealers 
and Students 


Milwaukee, July 22.—Some surveys 
are as interesting to the retailer and 
consumer as to the manufacturer 
who made it, experience of the Luxite 


Underwear Company indicates. In 
anticipation of the return of many 
school girls to college, Luxite, using 


an impartial intermediary, sent 
underwear questionnaires to schools 
throughout the country asking stu- 
dents what type of underwear they 
prefer and reasons for their choice. 

Results were tabulated in a breezy, 
six-page folder and offered to retail- 
ers with colorful counter cards made 
with a pocket to hold the booklets 
and invite anyone interested to help 
herself, 

Dealers Show Interest 


While the Luxite name was given 
some promotion, the basic informa: 
tion was presented simply, the deal- 
ers regarding it as an_ excellent 
stimulant for their business, while 
many young women also indicated 
that they appreciate the advice ex- 
tended. 

Laundering empha- 


and packing, 


sized by many of the replies to the 
questionnaire, were also given ade- 
quate treatment in the folder, which, 
entitled, ‘“What’s Upperclass in 
Underwear,” was written in a style 
calculated to appeal to the collegiate 
mind. Neisser - Meyerhoff, Inc., 
handled the promotion. 


To “Sentinel” 


Robert Schoenbrod, formerly pro- 
duction and copy manager of Morris 
& Davidson Advertising Company, 
Chicago, has been appointed promo- 
tional advertising manager of The 
Sentinel, Chicago, American-Jewish 
weekly. 


Nevins Gets Fair 
Bert Nevins publicity office, New 
York, has been named to handle ad- 
vertising and publicity for the 
Golden Jubilee New Jersey State 
Fair again this year, which will be 
held in Trenton Sept. 26-Oct. 2. 


Webb toK &E 


Carl Webb, formerly with the 
Times-Union, Rochester, N. Y., has 
joined Kenyon & Eckhardt, Inc., New 
York, as a copywriter. 


Toolan Appointed 


Francis P. Toolan has been named 
general manager of B. C. Forbes Pub- 


lishing Company, New York. 


WOW listeners will spend it! 


Sudden wealth will soon sweep down on 
"the market basket of the nation."’ In 
a few short months, millions of dollars will 
roll into the rich middlewestern grain 


5,000 WATTS 


On the NBC Red Net 
John 


Chicago, 
Detroit, San Francisco 


Owned and Operated 


590 KC spent for a 


Gillin, Jr., Mor. talize on this 


John Blair Co., 
Representatives 
New York, 


the S veretgn 
p of the H'oodmen 


WwW 


rid 


is Omaha. 


MIDLAND TAKES 
BREAD BUYERS 
BEHIND SCENES 


Traces Source of Ingredients 
in New Campaign 


Chicago, July 28.—Applying a de- 
vice more common to the field of 
industrial advertising, Midland Bak- 
eries Company is pinning its con- 
sumer promotion for Toastmaster 
bread on a new campaign which 
projects workmanship and quality of 
raw materials into the foreground. 

The campaign has been launched 
in newspapers in St. Louis, Peoria, 
and Terre Haute, with the series re- 
volving around activities of Toast- 
master’s cartoon-figure baker. 

While the campaign makes a direct 
merchandising approach in a tag-line 
noting Toastmaster is available, 
“fresh every day at your food store,” 
copy largely omits direct claims for 
the product and _ contents itself 
with taking the consumer behind the 


country known as Nebriowa.* Prospects 
for corn and wheat crops in Nebriowa 
are the best in many years. 


Crop money gratifies year-long desires 
... in a period of sudden wealth. 


It is 
multitude of purposes, by 


thousands of smart-buying farmers. Capi- 


sudden wealth. Reach the 


spenders FIRST—through their favorite 
radio station, 


WoW. 


*NEBRIOWA—the immensely wealthy trade territory of 
NEBRaska, western IOWA and portions of Kansas, Mis- 
souri, Minnesota and South Dakota. 
Its radio capital is WOW! 


Its business capital 


Hey Jim...| Need One 
More Drop of Milk / 


Stressing workmanship in producing its 

bread is another phase of the institu- 

tional series in newspapers for Toast- 

master, product of Midland Bakeries 
Company. 


scenes and letting him draw his own 
competitive conclusions. 

The campaign opened with projec- 
tion of Toastmaster’s baker to the 
wheat fields where the initial epi- 
sode makes a fundamental start with 
seeding. 

Titled “Wheat is wheat—or is it,” 
this insertion depicts in cartoon il- 
lustration the farmer sorting out 
seed wheat and pointing out “he is 
mighty careful to select only heavy- 
weight grains for planting.” 

“Why heavyweight grains?” the 
copy relates. ‘Heavyweight seed 


There's This Years’ 
Finest Wheat/ 


/ 


contains more food materials for the 
young plant than lightweight seed of 
the same variety. This additional 
food helps make the young wheat 
grow plump, rich-flavored, highly nu- 
tritious grains of Grade No. 1, qual- 
ny.” 

In similar details the consumer is 
to be carried through the harvest 
and into the dairy. Even source of 
the salt used is to be described. 


Bakery Care Emphasized 


The consumer likewise is taken 
into the Midland plant where the 
Toastmaster chef supervises the bak- 
ing process with temperature of the 
oven, mixture of the ingredients and 
the final baking process described. 
With the animated cartoons em- 
phasizing the copy’s story of careful 
preparation, one of the series for ex- 
ample, depicts the Toastmaster chef 
ordering an extra half ounce of flour 
into the mixture and goes on to say: 
“Toastmaster bakers are as fussy as 
a mother hen. You’ve never seen 
anyone quite so particular.” 

The campaign is being handled by 
Shaffer Brennan Advertising Com- 
pany, St. Louis. 


Kiwanis Clubs 
Oppose Liquor, 
Cigarette Copy 


Chicago, July 27.—Committees in 
each of the 1,900 Kiwanis Clubs in 
the United States and Canada will be 
organized to give public expression 
to the recently-adopted resolution 
condemning use of athletes’ and 
sportsmen’s testimonials in cigarette 
and liquor advertising, Fred C. W. 
Parker, secretary of the international 
organization of service clubs, said 
today. 

The resolution, adopted at the or- 
ganization’s convention in Indianap- 
olis, decried “‘use by certain tobacco 
and liquor companies of advertise- 
ments which feature the names and 
pictures of athletes, sportsmen and 
sportswomen, to convey to _ the 
minds of youth the benefits to be 
obtained through use of their prod- 
ucts,” 

The Kiwanian’s efforts, Mr. Par- 
ker said, would be purely in the line 
of seeking publicity against this type 
of copy they regard as objectionable. 

“Committees in each club will hold 
four meetings,” said Mr. Parker, “for 
the purpose of formulating the pro- 
gram which will include preparation 
of magazine and publicity articles. 
Club committees will function indi- 
vidually and program plans are left 
entirely up to them. 

“We had hoped that such action 
would not be necessary, but use of 
this sort of testimonial advertising 
by the tobacco companies is appar- 
ently increasing, rather than dimin- 
ishing.” 


Stations WQAN, WRAX 


Get Power Increases 


Station WQAN, operated by the 
Times, Scranton, Pa., has’ been 
granted its application to increase 


power from 500 watts to one kilowatt. 

Because of interference from Ha- 
vana, Cuba, Detroit and Houston 
stations, WRAX, Philadelphia, has 
been granted an increase of power 
to one kilowatt. 


“Answers” Appears 


Answers, quarterly magazine criti- 
cizing advertised products and con- 
taining the slogans “Frauds Ex- 
posed” and “Telling the Truth About 
the Value of Things You Buy,” has 
made its appearance in Pasadena, 
Cal. A. G. Stamm is publisher. 


Walsh Joins “Forum” 


Albert H. Walsh, formerly with 
Review of Reviews, has been named 
advertising manager of Forum Maga- 


zine. Edward F. Healey, vice-presi- 
dent and former advertising man- 
ager, has been appointed business 


manager of the paper. 


Gets Palmer Account 


Palmer Mfg. Company, Chicago, 
manufacturer of brake parts, has ap- 
pointed Lee R. McCullough, Inc., Chi- 
cago, to handle its advertising. Auto- 
motive publications will be used. 


and merchandised. 


the State of Illinois. 


710. N. ADAMS 


SPOT ADVERTISING 


WINDOW DISPLAY ADVERTISING turns side-walk circu- 
lation into SALES. Capitalize on this pedestrian flow. Pull 
it into your dealer's store with a window well-trimmed 


Displays installed by our experienced men have the 
professional touch that “makes ‘em look and buy.” 
the most out of your advertising material by having them 
installed by an organization of proven merit. 


Shawe Fewill 
| ‘peoria = ere any 


Get 


We cover 


217 WEST 
ONTARIO ST. 
CHICAGO 


— . Md * aw . pr wih : a 
a - tak ; = ' 7 Soe ay 5 a Sa : ¢ bd 's 
“ 4 tod ‘ : r * 3 in ae My > mF = pot , ? ! F a » 5 
ae eA es A fe are a poker Thy iy AES: ee e wacs tak ell) ea ie - eiih -aa Fe ae ow ee oe 
fg ? i ce es > : BA ms tye hg A Sg t (Lot eee : . See pide age oe ee a ee ae ' v ie: , tae: Ng é : : a ae 3 f a te * a : Su x oF 
= eS he ! 
EEE — $$ SL — oe — ; 
e EE eEeESOoOOee ae — ee 
4 | | 
See | | \ = Se =r tT Peis | q 
H = (hw * 4 Pe 
| 1 : y \@ | 4 | 
PE | ie Wee | iT a 
re Tee iT) 
& ' | 
«‘ a Sy || | 
pW“ 
i _ op) | 
| ce (244i 
| < - \j w/ 4 | 
\ " = 
an ; | SS 
ee 
bias: 
Peg 
a | PC | 
ae I 
4" = ___ 
ia 4 it 
a 
en ee 
anu ae a | as ee ihe gent ase — 
tee . a 
Pics a 7 { 
Be tt ye a :" | 
id a | 
& ae P. 
Wiener | _ F 
See ere - y | 
7a ac oa "CC \ —~ 
fe OH * ie 
ee : | 
om > + 
” ae” Engg 
- Fg 3 - 20 nonceably good 
é ae | _ = - tasting. And it stays 
a << Lah ete. = a teevh longer woo! 
ON pees 
Dial Sy 
ne : Bs » } 
. - — 
Oets ay tg a | 
cag ini ’ : | ee 
Be 2 2 > “4 == & : 
ah ay, 4 Bee S82 om” ' : 
A & = lll a 
: ra : ’ : 5 "= rg 25 Ce ee oer See a at, ~& 
ee a Ocean ai eS 6 ee ee AMD 5, OTS! 1 RG ON ES BR SS ON : 
 _—_— - . e. a a fan | +h a | 
, ¢ oe OE a OM pa ae aa . , te ¥, b ? 
ares. kgs Sree MeL IP hae, e : ~%' rt te ee aes eee aa, os tt oy 
ae 1 hai Pas a ORS ER Ny , is “4 i Ae et Sees ig ERTS Sate get, ie - es ee ee 
on ‘ %.' : 2 : am “egg Fi * iB REM E o Sy Pe é 2 eee: Ry $ = | a — 
° We 8 ne se - a bs “<a hem Cae Bee ET a eS el a al a ee ee a ie | 
q os a Rage Bowsk oe ited } Wee ue ee * pHi rm . et ee oe 
: ao sf a , ¥ @ : re, ee, ar " * : et Pee eek ’ . ile us ae | | 
eS ce . MB eS mh , ail mae ahh be ee ES OS aes Ae | 
2a a - og , 2 ~~ a xi poo Se | 
Ti sel .* LoS ek ae oe a Prantl, ¢. eA: a Py xr me) > a , bs PR ark nr hk | 
ig oem a ssl 2 u ee sis Pet? a, Paty ‘2 te — ee oe , ok ied soe hide. is | | 
pig. ae SaaS A Nat we, . wi we Selena ce. A i be: 3 6 he) Br 
» Seen Sopteetiag wet oe i Pe ee aS a pe ee ie | a a ee os : i. MS a, re ae 
Me Op: Saas Ry eg + ‘ py! % re iy. a of ee oe tae Fuel ie 4 ee. ee Oe Nee ee ' 
ar ee a eae ie aes ek * ait ’ eet! oo i ry “eh ah eg Bits CF Fe eae ete ot re Rea > ee ipa ; oe ig Siok 
> Eee Pam, ple SUR ME URS al ee 
te 4 Ay 5 oy i at ; sors > ‘i Py tte AA i: ie. ert Re es, ms meet: i — S a #5) Fa res ee a Cas Pe 
"a u ‘is nee Ke 5 : SEEN ‘ Ben Ni hig aes BP we a AP ONS ES ee yas 5 pam Oo aN a ay ale —_—_—__ 
ies ER Sear AY: i. he oe akg. ee ee he me ee Sof aOR ora a 
ie pmb he Fe Pao ky Pe gh gel a ma A 0 ie 
Bei. Leow. tg See eee ERNE th SS ee 
spe ny A te te Seicel ta \Y cel ae se ee SS A ‘s pba § . “nee HA 
FS oleae ‘aa BES ss, Meares ee ee a i Tf NON Ae aan! a, 
Se ee OUR Ye oe a ia ee - Seis a. are thd) ve. | a ’ Po ay rs 
ee ee ae ERA ey AR es eae . ns. prnrs “oS AWS Se eae hes cr ie i ae aa 
= es ae oul RA eh, Os oe Ae sy Kas ee ig sat er a 
; cs . ar. a 7 ! & son ah Seer oe es Fst tity * 5 a ' r af ‘|: tos 4 ™ <" ‘0 a AN 5 me wt Fut eee as oe | 
<a yi ee nr spate asl aS ace 2 A ae Swe els Sy ay YY i ae Os, "} (ae . me te att) , ' 
gi Set WEL NN ES 2 a Lie, Nay oS 
aes ' ‘ Meese tegee . ss oe : i+. Ce UE Nes ne ee——eEEEEEOEOEeEeEeEeeeeee| 
a! a ir Sg. Plas a ROE eAS Tih 
ae: . xn a aes 
est oe 
a 
: 
ae ote 
ee 
ames 
ee 
ae 
ae 
hr eat 
fons ee | 
ae ee 
a8 
ea 3 
oa “etteee oO 
— MAb, *~ 
el ’ N, of t | | 
Ban ER 
aoe R 
ta ASk 
SF A 
a 
_.. COVERS THE NATION'S MARKET BASKET! 
Peat : 
= ye gh 
ey? y 
ce Ba 
oh Sie RR ei - 7 ‘ ee 
Se he: Pere it a pa) ey Og en attire Bt. Tr Se RDS ans reese Pt as \ aes e a ao Me Bias a Ue 3 Sa eet, a Sega Vee ata Soe meer ale 3 Pe Rg hs AE (pee Baas tree a eee eee oe ee ee ee Bers te Fee “one eet ore * nti ee ; 


a. ee 


August 2, 1937 


a ah, a ere hte 
4 eye ow ; J "; Reaver / a, Ms 
ont o> . "giao . . Pa CPS ‘ Pes 


ADVERTISING AGE 


11 


| nih 


FORWARD MARCH 


of VM nen D oe? 


Pictorial Review 
om Delineator 


LS 


FIRST = in —tdverlisin 9 C fa “as 


FIRST © in Vowssland 


ee F 


ats 


FIRST = in Jolal (teeulalion Cfaiss 


ADVERTISING GAIN 


Here is the cumulative linage and percentage gain or loss 
for the January to August 1937 issues of the women’s ten- 
cent magazines over the same period in 1936. 


Publication 


Gain or Loss 


Linage Percent 


Gain or Loss 


Pictorial Review 
Magazine #2 

Magazine #3 Loss 
Magazine #4 


NEWSSTAND GAIN 


Here are the newsstand gains of the women’s ten-cent 
magazines for the first three months of 1937 over the same 
period in 1936, based upon Publishers’ A. B. C. Interim 
Statements . . . and wait until you see Pictorial’s gains 
for the first six months of 1937. 


Publication Copies Gained Percent Gained 
Pictorial Review 144,250 42.9 
Magazine #2 86,568 15.4 
Magazine #3 68,807 13.0 
Magazine #4 49,026 a 


Gain 50,480 lines 
Gain 41,340 lines 
6,806 lines Loss 2.2 
Loss 30,941 lines 


Gain 34.4 
Gain 12.8 


Loss 9.0 


TOTAL CIRCULATION GAIN 
Here are the total circulation gains of the women’s ten-cent 
magazines for the first three months of 1937 over the 
same period in 1936, based upon Publishers’ A. B.C. 


Interim Statements. 


Publication Copies Gained Percent Gained 
Pictorial Review 335,650 15.9 
Magazine #2 207 ,594 8.4 
Magazine #3 141,801 5.0 
Magazine #4 141,135 5.1 


Note: One publisher did not issue an interim statement for the first three months of 1936, so 
comparison is made with the statement for the first six months of 1936 issued by that publisher. 
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The Robinson-Patman Decisions 


The first decisions of the Federal 
Trade Commission in complaints 
filed under the Robinson-Patman act, 
the Bird-Montgomery Ward and the 
Kraft-Phenix cheese cases, justify a 
more cheerful attitude toward the 
probable effects of the law. The 
FTC has demonstrated a reasonable 
attitude toward the practices of 
manufacturers in their distribution 
methods, and has indicated that it 
will not apply unduly harsh or ex- 
treme interpretations to the law. 

The approval of quantity discounts 
based on lower sales costs was in 
line with the general business prac- 
tice of granting lower prices to large 
purchasers. While few businesses 
could prove in each case a lower cost 
of selling and servicing the quantity- 
buyers, the companies were able to 
show to the satisfaction of the com- 
mission that a differential in sales 
cost does exist, and that the discounts 
granted were thus justified. 

Cease and desist orders against 
companies which were collecting dis- 
counts from both buyer and seller 
were to have been anticipated, as 
this practice obviously tended to 
create price discriminations of the 
kind directly aimed at by the law. 

It is to be hoped that the prece- 
dents which have now been estab- 
lished will enable the commission to 


pass on complaints without the 
necessity of lengthy and expensive 
hearings. The ground-work has been 
laid for administration of the law 
under conditions which will minimize 
the hardships imposed on manufac- 
turers, regardless of the good faith 
with which their distribution meth- 
ods have been set up and the fair- 
ness with which all classes of cus- 
tomers have been served. 

Phillip A. Allen, chairman of the 
board of Bird & Son and its sales 
affiliate, pointed out the heavy finan- 
cial burden laid upon companies 
which are charged with unfair meth- 
ods under the Robinson-Patman act, 
and urged that the law be amended 
so that the FTC can make rulings 
without subjecting manufacturers to 
the great expense of formal com- 
plaints with their accompanying 
lengthy hearings. 

Certainly efforts should be made, 
now that the ground has been cleared 
of many of the doubts and uncer- 
tainties which formerly existed, to 
clarify the situation so that manu- 
facturers charged with price discrim- 
ination can submit the facts and ob- 
tain rulings, based on established 
precedents, without the great ex- 
pense and hardship to which com- 
panies involved in the initial cases 
were necessarily subjected. 


Competitive Advertising Works 


‘ 

One of the defects of advertising 
which some of its critics emphasize 
is that when it is used for competi- 
tive purposes, the net result is 
merely to transfer business from one 
source of supply to another, with no 
economic gain. 

While this is apparently true, the 
fact is that in practice competitive 
advertising usually tends to create 
new users and thus broaden the mar- 
ket in which all of the competitive 
advertisers are working. The most 
competitive copy thus serves a crea- 
tive purpose in building new busi- 
ness for the whole industry. 

The experience of the brewing in- 
dustry, which has witnessed a hot 
competitive battle between beer in 
bottles and beer in cans, proves this 
point in very convincing style. The 
United States Brewers Association 
reports that whereas _pre-prohibi- 
tion consumption of packaged beer 
amounted to approximately 25 per 
cent, it has now risen, based on cur- 
rent sales figures, to 43.23 per cent. 
Thus the promotion of cans as 
against bottles has not only created 


a demand for beer in cans, but also 
for packaged as against draft beer. 

While no figures are available as 
to the number of new users of denti- 
frices created by advertising of a 
competitive character by all of the 
manufacturers in this field, it would 
not be astonishing to find that in 
addition to switching users from one 
brand to another, the advertising has 
won Over many people to the use 
of dentifrices who formerly employed 
no such aid to oral hygiene. 

There are many fields in which 
competitive advertising serves no 
useful purpose, and where the poten- 
tial market is so large that all pro- 
motional efforts should be devoted 
to its development. The consump- 
tion of oranges, for example, has 
been tremendously increased because 
of the creative advertising that has 
been done, and the market still re- 
mains sufficiently undeveloped to 
justify little competitive advertising. 

But positive sales arguments, no 
matter how competitive their intent, 
do build business and expand mar- 
kets. 


—Collier’s. 
“| want a scent that doesn't say ‘Yes’ and doesn't say ‘No'!” 


Views from 


the Outside 


Service Sales 


(As viewed by Harper Leech in the 
Chicago Daily News) 

Is it not conservative to draw the 
conclusion that the real hope for a 
“more abundant life’ must largely 
depend upon the simplification of dis- 
tribution? And the more one exam- 
ines that question the less decisive 
does mere mechanical or chemical 
invention appear to be. 

The one-price system in merchan- 
dising, a simple adjustment of com- 
mercial behavior, was one of the 
revolutionary and creative ideas of 
the nineteenth century. The evolu- 
tion of commodity exchanges was an- 
other powerful force. Have we ex- 
hausted the possibilities of those two 


ideas? Isn’t it possible to extend 
those principles into the field of 
services? 


How about selling automobiles and 
electric household goods on a serv- 
ice rather than a commodity basis? 
Why not buy so many miles of mo- 
torcar use or so many calories of 
electric refrigerator use? That’s an 
old but useful hunch for motor and 
electrical manufacturers—and while 
they are thinking about it the elec- 
tric power moguls might commune 
again with the spirit of the mighty 
Steinmetz and see if they can’t make 
something out of his notion that flat 
rates geared to encourage maximum 
consumption would be good for the 
power people some day. 

All these suggestions have possi- 
bilities of reductions in accounting, 
sales, collection and financing costs. 
And in one way or another most of 
them have been used experimentally 
here and there, with some hopeful 
results chalked up. 


Werld | Code 


(As viewed in Advertiser’s Weekly, 
London, Eng.) 

The establishment of an interna- 
tional code of standards of advertis- 
ing practice is indeed ambitious. 
There are many who will smile at 
this attempt to secure internationally 
what we have signally failed to set 
up on our home ground. 

On the other hand, what is hard to 
achieve locally is sometimes not so 
difficult to establish over a wider 
area. A government may discuss, 
but will eventually pass, legislation 
over which talkers round the parish 
pump might argue till the end of 


time. There are plain reasons for 
this. At home we have small con- 
flicts highly personalized. When 


planning internationally it is possible 
to surmount great differences be- 


cause the conflict of personal inter- 
ests is smaller. Put rather bluntly, 
there would not appear so much per- 
sonal profit at stake when rebuild- 
ing the world as there is when we 
promise not to canvass another 
agent’s accounts in our home town. 

But once an international code is 
achieved it is not so difficult to estab- 
lish a stricter local code at once sub- 
servient and supplementary to the in- 
ternational code and making a basis 
for the co-operative settlement of the 
conflict of interests in advertising. 

For in the international code, pre- 
sented recently at Berlin, there is 
nothing to which those who serve the 
profession’s best interests will ob- 
ject. It has been built around the 
hypothesis that advertising is a pub- 
lic service; that no practices should 
be permitted which tend to impair 
public confidence or, by creating ill- 
will between those engaged in adver- 
tising, damage co-operation. 

If a generous spirit is brought to 
the interpretation of these principles 
much may be achieved. 


Plain Virtues 


(As viewed in the Wall Street 
Journal) 


Highly refreshing is the ruling by 
Harold H. Neff, director of the divi- 
sion of forms and regulations of the 
Securities and Exchange Commis- 
sion, that prospectuses offered in 
connection with issues of new securi- 
ties shall be brief and written in 
plain language. Mr. Neff’s demon- 
stration that this could be done was 
convincing. He translated 2,100 
words of legal verbiage into 250 
words of simple English without the 
sacrifice of any essential informa- 
tion. 

At the outset of its operations, 
the commission’s demands for infor- 
mation in connection with security 
offerings were understood as requir- 
ing a mass of detail, the mere read- 
ing of which would require many 
hours—all to be certified by responsi- 
ble persons under severe legal penal- 
ties. It was almost inevitable that 
this should have been necessary in 
view of the extensive powers and 
equally extensive responsibilities of 
the commission. As a result, pros- 
pectuses also became extremely vol- 
uminous. Both could doubtless yield 
their content to an expert but to the 
average investor, for whose benefit 
the prospectus was presumably is- 
sued, it could not be regarded as 
particularly helpful. 

There is no reason why literature 
addressed to that class of individuals 
cannot be brief and simple. 


secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national ad- 
vertiser or advertising agency execu- 
tive writing on his business letter- 
head. 


No. 1203. You Can Have It! 

This radio survey, issued by Sta- 
tion WOR, tells about investigations 
into the percentage of the listening 
audience which the station holds at 
various times. 


No. 1204. What Makes It Tick in 
the Providence Market. 

Detailed figures are given by the 
Providence Bulletin and Journal in 
this booklet about people in the 
Rhode Island market, its homes, in- 


dustry, income, trade and general 
business. 
No. 1205. News. 


Station WOAI, San Antonio, has is- 
sued this 24-page booklet, describing 
every activity of its news department 
and listing advertisers sponsoring the 
station’s newscasts. 


No. 1206. You Will Love Me in De- 
cember, January, February, as You 
Did in May, June, July. 

This booklet, issued by Outdoor Ad 
vertising, Inc., gives national attend- 
ance figures for movies, hotels and 
sporting events throughout the entire 
year and also contains figures on 
gasoline consumption and car regis- 
tration to prove that outdoor adver- 
tising circulation is constant through- 
out the year. 


No. 1200. 
People. 
The United States News has issued 
this book which describes its service 
in the coverage of news of all impor- 
tant national action. The book in- 
cludes a chronology of events since 
January, 1929, and shows the paper’s 
circulation rise since its organization 
in 1933. 


No. 1201. Along Different Lines. 


This brochure, issued by Mutual 
Broadcasting System, presents facts 
about the Mutual network and serv- 
ices it offers advertisers. 


No. 1202. Scenarios. 


Issued by Alexander Film Com- 
pany, this booklet, having showman- 
ship as its theme, tells of the tech- 
nique of advertising interestingly 
with short talking pictures on thea- 
ter screens. 


No. 1174. Tickling a Man Where He 
Likes It. 


This brochure, issued by Fawcett 
Publications, is a reader survey of 
the Fawcett Detective Unit, giving 
data on size of families, income, age, 
home ownership and amounts spent 
for several products. 


No. 1177. 
Sell. 


How are color photographs made— 
what are the various processes—how 
are the best results obtained? This 
beautifully illustrated brochure is- 
sued by Manz Corporation provides 
clear and simple answers to the con- 
fusion of questions that come to the 
mind of the average advertiser when 
the matter of color photography 
comes up. 


A New Way to Important 


If You Have a Product to 


No. 1194. 225 Chambers of Com- 
merce Define the Farm Market. 
In this brochure, Farm Journal de- 
scribes a questionnaire sent to the 
Chambers of Commerce in all cities 
of 25,000 to 100,000 population to de 
termine how important farm trade 
is to town and city merchants. 


No. 1193. The Indianapolis Radius. 


The Indianapolis News has issued 
this brochure of detailed market in- 
formation about the Indianapolis ra- 
dius. It covers data on population, 
buying power, consumer characteris- 
tics and cities and towns in the 20 
counties comprising this trading 


area. 
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4 A Year Ago... 


On June 22nd, 1936, this article appeared in a 
page advertisement in the New York Times. 


We reprint it here because it is just as pertinent 
today as it was a year ago. 


...and Today 


After twenty-one months of a fresh 
editorial outlook, made possible by 
4-Day Printing, look at the record: 


A circulation gain of more than 
230,000 without prizes, premiums or 


contests .. . present net paid cir- 
culation 1,333,000... and the larg- 


est advertising gain in the farm field. 


FARM JOURNAL 


THE FASTEST GROWING FARM MAGAZINE 
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Belgium Plans 
Bid for American 
Tourist Traffic 


New York, July 29.—Belgium and 
Luxemburg will make their voices 
prominent next year among the many 
bidding for American tourist trade, 
according to Colonel E. F. M. Pulinx, 
president of the official tourist organ- 
ization of Belgium and the Grand 
Duchy of Luxemburg, who after a 
brief visit here is now returning 
home to see through 
ments a bill providing for an appro 
priation for general tourist 
tion in this country in 1938. 

It was disclosed that a single ad- 
vertisement this year in the National 


Geographic was so productive of re-| 


sponses as to convince Mr. Pulinx of 
the value of conducting a consistent 
drive here next year. The account is 
being handled by Albert Frank-Guen- 
ther Law, Inc., New York. 


Pee to F rench 
Monarch Metal Weatherstrip Cor- 
poration, St. Louis, Mo., has ap- 
pointed Oakleigh R. French, Inc., St 
Louis, 
eral magazines and business papers 
will be used. 


to direct its advertising. Gen- 


their Parlia- | 


| 


promo- | 


Replace Liquor Copy 
With Abstinence Plea 


Asheville, N. C., July 28.— 
The Alcoholic Board of Control 
of Edgecombe County, which | 
recently banned displays in | 
stores operated by the board, | 
has ordered posted in their | 
stead pictures of Gen. Robert 
kx, Lee with his statement, di- 
rected to youth: “My experi- 
ence through life has convinced 
me that while moderation and 
temperance in all things are 
commendable and _ beneficial, 
abstinence from. spiritous  li- 


quors is the best safeguard to 


morals and health.” 


Gets Hosiery Account 


Propper McCallum Hosiery Com- 
pany, Inc., New York, has appointed 
Stuart, Ames & James, Inc., New 
York, to handle its advertising ac- 
count. Robert Ames is account execu- 
tive. 


Lawrence to Boyd 


J. Clement Boyd, Inc., Montclair, 
N. J., has been appointed advertising 
counsel by F. Walter Lawrence, Inc., 
New York, jewelry. William B. Haw- 
kins is account executive. 


RETAIL TRADE 
FIGURES SHOW 
FARM STIMULUS 


BAE Chief Sees Sustained 
‘37 Income Prospects 


| Washington, D. C., July 29.—The 


| most valuable wheat crop since 1927 
is flowing into the elevators in a 
golden stream whose backwash will 


bring to farmers in many areas ne- 
cessities and luxuries of which they 
have been deprived for years, A. G. 
Black, chief of the Bureau of Agri- 
cultural Economics, told ApVERTISING 
AGE today. 


Exceed All Other Years 


Already the improved farm income 
has been reflected in the retail trade 
statistics, he pointed out. Sales of 
general merchandise in small towns 
and rural areas’ throughout the 
country during the past three months 
(April, 121; May, 127; June, 124.5; 
1929-31 base) have exceeded all other 
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The CEDAR RAPIDS GAZETTE 
Davenport Times 
Des Moines Register. .. 
Davenport Democrat . 
Des Moines Tribune. 

Waterloo Courier 
Sioux City Journal........ 
Council Bluffs Nonpareil... 


Figures from lowa Daily Press 
Association and Media Records. 


3,813,810 agate lines 
.3,586,552 " _ 
3,583,501 " “ 
3,487,512 
3,304,054 
.. . 2,845,066 
aes |” io 
Seiden ealaseaie 2,151,002 ° . 


' AL Lic Towa : 


Here's'a record of consistent leadership in total paid advertis- 
ing linage that means simply one thing . . . consistently satisfactory 
results for advertisers. Year after year, the rich area blanketed by 
The Cedar Rapids Gazette has proved to be the logical lowa mar- 
ket for national advertisers. The more than 40,000 regular sub- 


The Recotd 
1937 - (eno) 57 


scribers to the Gazette represent a well 
balanced rural and urban market. Be sure 
that you get thorough coverage of this 
rich farming area and prosperous, pro- 
gressive city market by placing your 
schedules in The Cedar Rapids Gazette. 


“BLANKETS IOWA'S RICHEST MARKET" 


The ‘Cedar Rapids Gasette 


Represented Nationally by 
ALLEN-KLAPP-FRAZIER CO. 


NEW YORK CHICAGO 


DETROIT ST. LOUIS 


TWO NEW MANAGERS 


Jarvis W. Mason (left), advertising 
counsel of London Assurance Group, 
New York, Oct. | will join National Fire 
Group of Hartford, Conn., embracing 
four companies, as advertising manager. 
Harry Clifford, former advertising man- 
ager of Skelly Oil Company, Kansas 
City, has been appointed commercial 
manager of Station KXBY. 


years for which records have been 
kept, including 1929. 

For the first half of the current 
year, cash income from sales of farm 
products, amounting to $3,503,000,000, 
was 12 per cent or $378,000,000 more 
than in the first half of 1936, Mr. 
Black reported. Including govern- 
ment payments, total cash farm in- 
come for the first half of this year 
was $539,000,000 or 16 per cent more 
than in the first six months of last 
year. 

While income from farm market- 
ings during the second half of the 
year may not record as large an in- 
crease over the last half of 1936 as 
was reported during the first six 
months, it is expected that income 
from farm marketings during the re- 
mainder of the current year will be 
somewhat higher than a year ago. 
Mr. Black made no estimate of 1937 
farm income but the best estimate 
at present by bureau income spe- 
cialists is a range between $8,500,- 
000,000 and $9,000,000,000, compared 
with approximately eight billion in 
1936. 

Because of the more nearly normal 
crop this year, the distribution of 
the income among the remaining 
five months of the year is likely to 
be more nearly normal as compared 
with the situation a year ago when 
the drouth resulted in heavy crop 
sales early in the season and a con- 
sequent sharp reduction as the sea- 
son progressed. 

Pick-up in income will be sharp- 
est in the great plains area from 
North Dakota and Montana south to 
Texas and in the states bordering 
on the East, along with Minnesota 
and Missouri, Mr. Black predicted. 

East to the Coast, and in Southern 
States, where crops have been more 
normal, spendable income will be 
higher than last year and reflected 
in purchases of staple necessities 
and luxuries. 

Big potato crops are not neces- 
sarily going to bring unusual pros- 
perity to Maine or Idaho, in his opin- 
ion, for in this category low prices 
frequently do not compensate for 
production costs. Fine fruit crops 
throughout the East also are likely to 
affect adversely purchasing power of 
Oregon and Washington fruit grow- 
ers. California has such a diversi- 
fied production that income is likely 
to hold up well this year, he said. 

Discussing the general picture, Mr. 
Biack said that in the former drouth 
areas where the bumper wheat crops 
are being harvested, farmers are go- 
ing to buy the things farmers in 
other areas have been buying during 
the past few years. Farm machinery 
companies are again working at Cca- 
pacity, he pointed out. Automobiles 
and clothing stand high in the pros- 
pective shopping list. Depreciation 
in buildings and equipment has been 
greater each year since 1929 than ex- 
penditures for upkeep. 

Fencing likewise has been neg: 
lected during the past few years. It 
is expected that repairs and paint- 
ing of farm buildings will loom 
larger than the erection of new 
buildings this year, with tobacco 
barns an exception. 

October is expected to be the peak 
month of farm income again this 
year. 

Debts are being paid by farmers 
this year in an amazing degree, Farm 


Credit Administration reports, in- 
cluding both long and short term 
obligations. 


KLEINERT LINE 
GROWS FROM 1 
TO 3,000 ITEMS 


New York, July 27.—In announc- 
ing a 25 per cent increase in the 
1937-38 appropriation for the line of 
3,000 items, Ralph K. Guinzburg, 
president of I. B, Kleinert Rubber 
Company, gave the sixth annual sales 
convention here an interesting pic- 
ture of the genesis of the company. 

The founder began the manufac- 
ture of ear muffs in 1873. Produc- 
tion was handled chiefly in summer, 
and Mr. Kleinert sought a line which 
would balance operations by keeping 
the plant busy during winter. He 
finally hit upon dress shields, which 
became the most famous product in 
the large Kleinert family, and whose 
prestige is still relied upon to carry 
other lesser known items to success. 

National magazines will again get 
most of the Kleinert appropriation, 
Mr. Guinzburg indicated, with some 
newspaper advertising being placed 
on a 50-50 basis with retailers. Vol- 
ume for the first half of 1937 is 17 
per cent over the comparable 1936 
period. 


Advertise Two More 


Although a number of new prod- 
ucts will be placed on the market this 
fall, preliminary plans provide for 
national advertising of only Merelle, 
a deodorizing cream, and Kleenpad 
nursery items. The promotion of the 
former is being studied in connection 
with dress shields. The Kleenpad 
line includes rubber-covered seats for 
high chairs, play pen mats and other 
nursery adaptations. 

National advertising started last 
year for Sturdi-Flex reducers scored 
a phenomenal success, Mr. Guinzburg 
said, with mail orders pouring in to 
the company in spite of the fact that 
copy specifically referred readers to 
retailers. 

The Sturdi-Flex is a rubber girdle, 
made by a secret process, aiding the 
fair sex to reduce by inducing per- 
spiration. The girdle is perforated 
for ventilation. The most popular 
price for this adjunct to the ward- 
robe has been $2. 

Federal Advertising 
dles the account. 


Cleworth in New Post 


Electrical Publications, Inc., Chi- 
cago, has appointed C. Wm. Cleworth 
manager of Electric Light & Power 
and Electrical Dealer. Mr. Cleworth 
was recently assistant manager of 
the six electrical and radio publica- 
tions of McGraw-Hill, with whom he 
was associated for 14 years. 


Calliari to Elterich 


A. Ernesto Calliari, recently re- 
signed from N. W. Ayer & Son, Inc., 
Philadelphia, has joined H. N. Elter- 
ich, Inc., New York, international 
export advertising agency, to take 
charge of the latter’s Latin Ameri- 
can field work. 


Agency han- 


Complete Broadcast- 
ing Facilities Wired 
and Transcribed 


TRANSAMERICAN BROADCASTING 
AND TELEVISION CORP. 


JOHN L. CLARK, PRESIDENT 


NEW YORK 

521 Fifth Ave. 

MUrray Hill 
6-2370 


HOLLYWOOD 
5833 Fernwood 
Avenue 
HOllywood 5315 


CHICAGO 


333 N. Michigans Ave. 
STate 0366 
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TARED OUT 


NATIONAL farm income. takes 


x 


highs, it’s pertinent to ask who’s get- 


a hop-skip-and-a-jump to new 


ting all that extra farm income. 


Do all farmers share equally? Cer- 
tainly not. No more than people in the 
city! There were rural slums in 1932 
and there still are rural slums in 1937 
... because slum farms are caused by 
people, not conditions. 

So when you see a trim white farm 
home, well-kept buildings, healthy live 
stock, and modern farm equipment— 
you know that a “business” farmer is 


behind it all. 


That is the key to the circulation of 


The Country Home Magazine. 


MORE THAN 


THE 


1,500,000 CIRCU 


CROWELL PUBLISHING COMPANY ¢ SPRINGFIELD, OHIO 


LATION .. . 


It is aimed directly at the thinking 
farmer . . . the farmer who uses his 
head as well as his hands. 

The Country Home is geared to this 

, ° ry” 
man’s mental machinery. Therefore, 
its editorial level is too high for the 


slum operator. 


But to the The 


Country Home is built editorially, there 


in addition way 
is another important factor: the way 
it’s sold. Selling efforts are confined to 
Farm Market A farms. B, C, D farms 
are weeded out. 

Huge circulations could be built on 
the farms that The Country Home 
discards. But we know that successful 
advertising . . . like successful selling 


THE COUNTRY HOME IS EDITED FOR THE 
TOP INCOME FARMERS—FARM MARKET A 


efforts ... 
with the money to buy. So, The 


must be directed at people 


Country Home... and many of the 
country’s keenest advertisers . . . con- 
centrate on Farm Market A... the 
farmers who earn and spend four out 


of every five American farm dollars. 


FARM MARKET A 


Eighty per cent of the national farm income is earned 
by farmers living in Farm Market A . . . the rich 

7 35 per cent who operate their farms 
on a business-like basis. The Coun- 
try Home blankets this market . . . 
Yet The 
Country Home gives you the lowest 


avoids the rural slums. 


advertising rate in the entire agri- 


cultural field! 


Home Magazine 


OF FARM MARKETA 


PUBLISHERS: COULIER’S «+ WOMAN'S HOME 


LARGEST R.F.D. 


COMPANION 


CIRCULATION 


IN THE WORLD 


* THE AMERICAN MAGAZINE +« THE COUNTRY HOME 


Copr. 1937, The Crowell Publishing Co. 
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Limited Sales 
Territory Pays, 
Says Cherington 


New York, July 27.—Attacking 
cherished selling claims and adjec- 
tives such as are epitomized in the 
phrases, “100 per cent distribution,” 
and “nation-wide sales,” as being 
“hollow, cant phrases which need 
revision,” Paul T. Cherington, Cher- 
ington & Roper, trade consultants, 
New York, told Sales Executives Club 
members today to confine their sell- 
ing efforts “to hunting profitable cus- 
tomers and cultivating them and 
handling unprofitable customers as 
economically as possible.” 


Attacks R-P Law 


Mr. Cherington also attacked the 
Robinson-Patman law on the basis of 
a study which disclosed that 59.5 per 


than 11 per cent of the aggregate 
volume. 

“Nobody ought to want to see the 
‘little fellow’ abused,” he said, “but 
it may be a fair question whether 
there is not some better remedy for 
present ills than gearing the whole 


PIXIES PLAY PART 


Traditional pixies of James Vernor Com- 

pany, Detroit, play a patriotic part in 

rounding out this effective new point of 
sale display for Vernor's ginger ale. 


capacity of those doing a minor 
share of the business.” 

With labor, raw materials, and 
operating costs going up and profit 
margins being squeezed, selling costs 
remain the only ones possible of re- 
duction, in Mr. Cherington’s opinion. 


Weigh Counter Attack 
in Resale Price Fight 


New York, July 27.— With sym- 
posiums on price maintenance laws, 
speeches pro and con and an advertis- 
ing campaign carrying one side of 
the story to the consumer in the back- 
ground, advertisers who have applied 
price maintenance contracts to their 
merchandise, it was learned today, 
are carefully pondering whether they 
should enter the fray and publicize 
their justification of the Feld-Craw- 
ford act and similar price stabilizing 
laws. 

Despite the fact that no manufac- 
turers have committed themselves to 
supporting a joint effort intended to 
refute the points emphasized in the 
R. H. Macy & Co. campaign, specific 
plans of procedure have already been 
discussed by many advertisers and 


proached for support in a drive that 
would endeavor to tell consumers the 
other side of the story is that such 
an undertaking, if at all feasible, 
must be planned with great care and 
must be backed by careful scientific 
research on distribution costs and 


not by emotional outbursts that shout 
down the opposition. 

Supporters of price fixing maintain 
that their opponents’ contentions are 
exceedingly vulnerable but, they add, 
the story is so complex that its re 
duction to terms simple enough for 
the consumer to understand is ex- 
ceedingly difficult. 


Proffer Hard Hitting Copy 


One proposed plan of procedure, de- 
vised by a New York advertising 
agency and submitted to 450 national 
advertisers for possible individual 
or joint sponsorship, comprises a 
series of large newspaper advertise- 
ments that call a spade a spade and 
try to outslug the opponents of price 
fixing with triphammer blows that 


In the drug and cosmetic field dis- 
cussions of a counter-attack on the 
opponents of price-fixing have cen- 
tered about the creation of a joint 
committee to propound a formula, 
consisting of representatives of the 
New York State Pharmaceutical As- 


sociation and the National Wholesale 
Druggists Association. With Milton 
S. Malakoff, executive secretary of 
the former group, and Dr. E. L. New- 
comb, executive vice-president of the 
latter as a nucleus, efforts will be 
made to consult other branches of 
the industry on plans for an educa- 
tional campaign directed to the pub- 
lic. 

Dr. Newcomb told ADVERTISING AGE 
that he favors action only after care- 
ful, scientific research has been con- 
ducted on the costs of operation for 
different classes of retailers. Such a 
project may be launched shortly, he 
said, and will probably require a year 
before accurate facts and figures can 
be drawn up. The NWDA has al- 
ready conducted such research to de- 
termine the cost of doing business 
for drug wholesalers and the real 
facts about retailers’ operations can- 
not be told until specific data has 
been gathered, Dr. Newcomb said. 


Shoe on Other Foot 


cent of all retail stores did less than = =|their trade associations. Consensus|deride the ethics, sincerity and| One advertisement in the series 
ae $10,000 business in 1935 and less| distributing mechanism down to the |among those who have been ap-| soundness of the adversaries. submitted to manufacturers charges 


that those who now resent price fix- 
ing legislation were the ones who 
formerly had “been accustomed to do 
the price-fixing for the whole com- 
munity” by taking well advertised 
brands, slashing prices and selling 
them as loss leaders. If a drug prod- 
uct were chosen, the advertisement 
declares, the price was fixed for 6,563 
drug stores in the metropolitan New 
York area; if a grocery product were 
chosen, the price was fixed for 85,000 
grocery stores; on a hardware prod- 
uct for 7,109 hardware stores. The 
copy goes on to assert that price- 
cutters make a handsome profit on 
“thousands of other items whose real 
values are mysteries to the general 
public.” The Feld-Crawford law, the 
advertisement concludes, “has given 
the privilege of maintaining prices 
back to the manufacturer who can, 
if he chooses, exercise it.” 

Another advertisement in the 
series asserts that “price mainte 
nance means public protection.” <A 
graphic analogy is drawn between 
those who offer “loss leader bait” and 
“card sharps who always lose the 
first few hands.” The loss leader 
practice, it is charged, is disastrous 
to retailers. “In metropolitan New 
York alone,” the copy declares, “there 
are 202,000 retailers, paying salaries 
to 503,000 men and women, who are 
contributing to the support of about 
2,000,000 people. Rare indeed, is the 
family without a member who draws 
a retail wage.” 


Little Fellow Supported 


A third advertisement in the series 
pursues still further the theme of 
“the little merchant who means so 
much to you.” Dwelling again on 
the “sheer philanthropists” who “cut 
the prices of well known advertised 
products,” the copy stresses the value 
of the Feld-Crawford law to the “202,- 
000 retailers in Metropolitan New 
York, the great majority of whom are 
honest merchants striving to make a 
living and honestly bending every ef- 
fort to give service to their custom- 
ers.” 


“Incidentally,” the message says, 


|“no’.part of the increased prices 


caused by restoring profits to price- 
fixed articles goes to the manufac. 
turer. Every penny goes to help the 
merchant who sells them—to pay his 
rent, his help and leave something 
over as a reward for his efforts.” 


Film Section for Agency 

Fuller & Smith & Ross, Inc., Cleve- 
land, has established a new film pro- 
ducing department, with M. K. Sweet- 
man in charge. 


ART 
DIRECTOR 


Wants position with large 
industrial firm, agency or 
printing house. Excep- 
tional ability in creating 
and producing the finest 
class folders, booklets 
broadsides, displays anc 
packages. Expert on fine 
typography, art, engrav 


merican Tel. & Tel. Co., Trade Mark Service Div., 
195 Broadway, New York (EXchange 3-9800) 
er 311 W. Washington St. Chicago (OFFicial 9300). 


ings and printing. Write 
Box 1183, care of Adver- 
tising Age 
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Arizona Al isn’t stampeded ” ‘cause 
he’s unfamiliar with autos. barned 
to be careful, that’s all. For out in 
Phoenix, Arizona, from where he 
heads, saddles en given way to 
cushioned auto seats, Fact is, Phoenix 

in 1935 ranked 60th. in automotive 
iilles: among the 200 leading cities of 
the United States. In this same year 
folks in Al’s county, Maricopa, spent 
$10, 101,000 for all brands of cars! 


And in 1936 they came right back 


and bought 25% more new passenger 
automobiles | than they did in the 


a 


SS. 


%* Arizonians are readers as well as riders! The Phoenix Republic and 
Gazette with its all-time-circulation high of 52,623 copies daily, reaches 
54% of the state’s newspaper readers every 24 hours. 


%** 10,000 Arizona autoists have radio sets in their cars. KTAR rates a 
75% preference with them as it does with all radio families in Arizona. 


% San ‘Francisco my 


-E. KATZ SPECIAL 
— ADVERTISING | 
ged mee ites AGENCY 
New York, Chicago, 
- Atlanta, Philadeiphia, 
Kansas City, Dallas © e 
LTER BIDDICK CO. — 
os Angeles, San Francisco, 4 
\ Seattle ~ ee 
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ADVERTISING AGE August 2, 1937 


Voice of the Advertiser 


& This department is a reader’s forum. 


Survey Shows Views 
on Advertising Cost 


To the Editor: There seems to be 
a hysteria these days about the skep- 
ticism developing among consumers 
in respect to advertising. Our studies 
show that some of this hysteria is 
justified and some is not. Before or- 
ganized moves are undertaken to 
counteract some of the current prop- 
aganda and misbeliefs in respect to 
advertising, it is our opinion that 
careful studies should be made to 
discover what people actually are 
thinking and believing, not only with 
respect to the weaknesses but also 
with respect to the merits of adver- 
tising. 

In the Psychological Brand Barom- 
eter Study of 10,000 personal] inter- 
views in 47 cities and towns, made 
recently we asked the following ques- 
tion: 

“Do you believe that advertising 
makes the things you buy cost more 
or less in the long run?” 

In 1,000 interviews in economic 
groups A, 42 per cent answered 
“more,” 27 per cent “less,” 15 per 
cent “neither,” and 16 per cent 
“didn’t know.” The 3,000-interviews 
B group was divided respectively on 
these questions, 42 per cent; 26, 17 
and 15; the 4,000 interview C group, 
40, 23, 17 and 20, and the D 2,000-in- 
terview group, 33, 24, 16, 27. The total 
showed 40 per cent = answering 
“more,” 24 “less,” 17 “neither,” and 
19 “don’t know.” 

The personal interviews were made 
half with men and half with women. 
Four economic groups, beginning 
with the highest, were interviewed 
in accordance with the proportions of 
the population as a whole. All the 
interviews were urban or city inter- 
views, no farm interviews being in- 
cluded. 

The significant fact about the re- 
sults is that the higher economic 
groups are more prone to. believe 
that advertising increases costs than 
are the lower economic groups. Here 
is at least one set of facts which, if 
supported by more comprehensive re- 
search which puts isolated facts in 
their proper setting, is very impor- 
tant and definite. 

HENRY C. LINK, 

Market Research Division Direc- 

tor, The Psychological Corpora- 

tion, New York. 
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Utah Finds Tax Token 
Offers Sales Problem 


To the Editor: A rather unusual 
advertising series has just been in- 
augurated for the Utah State Tax 
Commission in newspapers in an 
effort to explain sales tax tokens and, 
indirectly, to attempt to popularize 
their use. 

The Utah Sales Tax Law became 
effective approximately two years ago 
but it was not until Juby 1, 1937, that 
the tokens were introduced. They 
met with wholesale disapproval, 
partly because the public did not 
understand the tokens and partly be- 


cause their use more forcibly called 
the public’s attention to the payment 
ot the tax. It seems that the small 
one-mill tokens are being generally 
used while the five-mill tokens are 
seldom circulated. 

We had conducted two successful 
campaigns for the State Tax Commis 
sion in the collection of delinquent 
property taxes and were called in to 
help with the present situation. 

The effort to popularize the tokens, 
included in the subordinate part of 
the advertisement, explains the rea- 
son for tokens and points out that by 
the use of the tokens the public is 
actually paying less tax on small 
purchases. 

The Utah State Tax Commission 
has as its chairman Irwin Arnovitz, 
one of the few advertising minded 
political office holders in this terri- 
tory. His campaigns urging the pub- 
lic to take advantage of special legis- 
lative concessions by paying de- 
linquent taxes proved exceedingly 
effective and it is his belief that ad- 
vertising will play an important part 
in selling the tax tokens to the 
public. 

LON RICHARDSON, 

Vice-president, Gillham Advertis- 

ing Agency, Salt Lake City. 
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Heat Relict: So Hotel 
Man Turns a Phrase 


To the Editor: When Charles Heiss 
saw a mild summer in St. Louis de- 
feating his best laid advertising and 
air conditioning plans for Heiss 
Hotels, Mayfair and Lennox, he 
found some consolation in writing 
the following letter to fashionable, 
resort-going St. Louisans. 

“Wish you were here. We are 
sleeping under blankets every night.” 

Average temperature (U. S. 
Weather Bureau figure) was 80.2 de- 
grees from June 21 to July 20 in- 
clusive; highest temperature to July 
2, 96 degrees. 

This promotion is what you might 
call “turning a phrase.” 

LYNN C. MAHAN, 

Thomas W. Parry Corporation, 

St. Louis. 
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Gardner's Spot Shows 


What's in a Name 

To the Editor: With the help, no 
doubt, of one of its crack layout men, 
an artist or two, the Gardner Adver- 
tising Company has transformed a 
corner of its tower terrace into a 
flower gem of enchanting blue and 
white. 

Here, high above the sizzling 
streets, clients, solicitors and others 
may rest and relax in cool comfort. 
While nothing has been said to us 
about white-coated waiters, may we 
suggest for the perfection of this sky- 
garden a ready supply of Pet Milk 
and orange juice, or perhaps cold 
bottles of Falstaff Beer? 

E. A. W. SCHULENBURG, 

Vice-president, Gardner Advertis- 

ing Company, St. Louis. 


ALL THE TRIMMINGS IN GARDNER'S GARDEN 


Gardner Advertising Company, St. Louis, has turned its tower terrace into this 
“enchanting,” as Mr. Schulenburg puts it, garden. 


Letters are welcome. - 


1 UNDRAPED BID IN BUSINESS PAPER COPY 


SPEAKING OF BEAUTIFUL 7 
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Case Copywriters 


Score as Cameramen 
To the Editor: Versatile chaps, 
these copywriters. All of which is 
to say that some of these men have 
hobbies and ride them sucessfully. 
At Racine, Wis., the daily news- 
paper, The Journal-Times is conduct- 
ing an amateur snapshot contest. 
Weekly prizes are offered in several 
classes. In the contest which closed 
July 17, Harry Shirk and W. J. 
Sanders, both copywriters in the ad- 


— 


’ 
DON'T MISS OUR 
vertising department of the J. I. NEW l | N FS 
Case Company, won first prizes in o. j ‘ 
Class C—‘Scenes and Still Life i ; Lf 
Studies,” with a beautiful picture of 2 . i 
a sunset and a stately old tree in ‘ foe ee a 
an open field. Both of these men, 
in addition to their duties as copy:| GENERAL WOOD PRODUCTS CO. rockroro, rumois 
writers, make frequent trips into the 
farming country to get pictures of es = as 
Case farm machinery at work, and|y:; — favorable comments. We will prob- 
thus have developed the camera Lines Elicit Comment ably use more of the pictorial treat- 
hobby. on General Wood Copy) ment in the future. 
E. R. Duran, To the Editor: The insertion we C. J. RUEL, 
Editor, “The Case Eagle,” J. I. presented in the July issue of House 
Case Company, Racine, Wis. Furnishing Review has elicited many 


Manager, General Wood Products 
Company, Rockford, III. 


We talk a different language out here. 
Take the letter "A" alone! California 
raises Almonds, Anise, Apricots, Arti- 
chokes, Asparagus and Avocados—as 
well as Apples and Alfalfa! The Pacific 
Rural Press is the only farm paper in which growers find adequate informa- 
tion about these crops. There certainly would be a howl from 47 other 
states if a national farm paper devoted adequate space to these western 
specialty crops; yet they are vitally important to California farmers. 


Naturally California farmers read the Pacific Rural Press for the scientific, 
technological data and market information about the more than 200 crops 
that mean their bread and butter. These California farmers talk the lang- 
uage of business. They spend more money themselves for advertising than 
any other group in this region. They believe in the American way of 
living and insist on the protection of law for those who can be trusted not 
to spear themselves leaning on the shovel handle. Their Associated 
Farmer groups have attracted national attention by licking labor racketeers 
in every attempt to regiment agricultural labor. 


Here is the finest farm market in the United States—the market with a 
rainbow ‘round its shoulder—where the best farm year since 1929 is 
unfolding; where purchases of labor-saving equipment top all past years; 
where the largest cash income per family in the nation is being spent. 
Here, every Saturday to 80,000 farm homes, the Pacific Rural Press, oldest 
and largest farm paper of the region delivers a prideful, “sassy,” helpful 
weekly issue. It leads the labor and production and marketing fights of 
these farmers. It is the most widely quoted publication in the region. It 
is the ideal medium for selling the California farm market. 


The- Pacific Rural Press will be glad to give you the facts on which these 
statements are founded and suggest how you can get more business where 
business is good. 


THE MARKET 
with the rainbow 
‘round its shoulder 


PaAciFIC RURAL PREss 


560 Howard Street 
San Francisco, California 


683 Chamber of Commerce Bldg. 
Los Angeles, California 


Represented Nationally by E. KATZ SPECIAL ADVERTISING AGENCY 


New York Chicago Detroit Philadelphia Kansas City Atlanta _—Dalllas 
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HILTON HAS 
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THE MARITIMES 


| CANADA’/S GATEWAY TO THE ATLANTIC 


HERE THE ATLANTIC WATERS teem with 
fish, the catch totalling over $6,000,000 annually; 
here pulp and paper produces $19,192,466 a year; 


and here the entire industrial production hits a 


$125,000,000 pace every twelvemonth. 


IN THE MARITIMES (New Brunswick, Nova 
Scotia, and Prince Edward Island) there are 204,345 
homes; 78,059 urban; and 126,286 rural. 


AND IN THE MARITIMES THERE ARE——— 


81,614 Telephone Subscribers 
88,313 Wired Homes 
145,196 Owner occupied homes 
84,462 Licensed Motor Vehicles 


98,340 Subscriptions to this group of 
Magazines 


Canadian Home Journal « 
Chatelaine « Maclean’s Magazine ¢ Canadian Magazine 


CONSTITUTIONALLY, Canada is a nation of 


Provinces. Commercially, it is one market which 
American manufacturers can reach through the most 


economical and most effective national merchandising 


medium...the national magazines of Canada. 


THE NATIONAL MAGAZINES of Canada give 
you direct friendly access to every active buying market 
in Canada. Because they are regular and welcome 
visitors to thousands of homes . . . because they cater 
to specific Canadian interests . . . your sales message 
in the national magazines meets with multiplied 
friendly contacts . . . is read by thousands of “able-to- 
buy” readers throughout Canada. No other medium 
can give you so economically, efficiently and simul- 


taneously, national coverage from sea to sea. 


CANADAS MAGAZINES 


( 


SELL CANADIANS 


National Home Monthly 


NATIONAL COVERAGE FROM SEA TO SEA 
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ADVERTISING AGE 


August 2, 1937 


Buttermilk in 
Spotlight Bid 


in Terre Haute 


Terre Haute, Ind., July 28.—What 
is said to be one of the first cam- 
paigns ever placed behind buttermilk 
blossomed here last week when the 
Terre Haute Pure Milk & Ice Cream 
Company identified itself as sponsor 
of a series of teaser advertisements 
which has appeared in local news- 


papers in behalf of that beverage. | 


While the company is a unit of Bor- 
den Company, New York, the present | 
effort is said to be local. 

To the tune of a popular song, 
merits of buttermilk are also being 
extolled over Station WBOW. 


Seeks Broad Market 


The milk company is accompany- 
ing advertising with an intensive 
merchandising campaign aimed not 
only at housewives, grocers and drug- 
gists but cafe men, whose customers 
are said to have found buttermilk 
efficacious as a healer of morning- 
after wounds. 

In the case of druggists, the milk 
salesmen are making an effort to se- 
cure installation of a buttermilk dis- 


penser selling for $34.50 and yielding 
high profits on a five-cent per glass 
basis. 

The drive also extends to indus- 
trial plants, whose employes consti- 
tute an important source of business 
for milk companies. 


Girl Golf Champ 
with Lord & Thomas 


| Rena Nelson, holder of a string of 
golf titles in the women’s field, has 
joined the copy department of Lord 
& Thomas, Chicago. 

She came from Marshall Field & 
Co., where she worked on the com- 
pany’s house organ and style maga- 
zine, “‘Fashions of the Hour.” 


Two Join Wickersham 


The Wickersham Press, Inc., New 
York, has appointed William Kavli, 
free lancer in printing promotion, as 
|advertising and sales promotion man- 
ager. Harry Bergere has returned 
to the sales department after several 
years with the Charles Francis Press, 
New York, 


Get State Posts 


Charles Cason, formerly with the 
Nashville Banner, has been appointed 
Tennessee director of public rela- 
tions, and Dr. W. H. Boyd, Cookeville, 
has been named director of the state’s 


new advertising campaign. 


OXYDOL SPEEDS 
CONTEST TEMPO 
WITH NEW OFFER 


To Give One $1,000 Prize 
Daily for 30 Days 


Cincinnati, July 27.—Continuation 
of the era of cash prizes of staggering 
proportions was promised today as 
Procter & Gamble Company offered a 
“$1,000 bill” daily for 30 days in a 
contest for Oxydol. This tidy sum 
will go to those “most sincere and 
original” in finishing the sentence 
“I like Oxydol for washing clothes 
because ———” in 25 words or less. 
Evidence of purchase must accom- 
pany each entry. 

The contest opens Aug. 9 and con- 
tinues daily, except Saturdays and 
Sundays, through Sept. 17, Procter 
& Gamble thus distributing $30,000 
to 30 winners. 

The contest, original announcement 
of which appeared on the third cover 
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LARGEST DAILY IN TEXAS—LOWEST MILLINE RATE 
LEADS THE STATE IN NATIONAL ADVERTISING 


K. W. MeCARTHY 
Manager National Advertising 


THE BRANHAM COMPANY 
National iets 


OUTDOOR COPY GOES ON WHEELS 


Wie] 


RACING Cosme TICS 


State Wide Advertising, New York, has launched manufacture of trailer outdoor 
advertising vehicles. The trailers are leased to advertisers at a weekly rate with 
chauffeur, uniform, gasoline and oil supplied. 


of Good Housekeeping today, will be 
publicized on a scale commensurate 
with the size of the awards. A num- 
ber of magazines and Sunday news- 
papers will invite the public to par- 
ticipate, while spot news of develop- 
ments will be given over the Ma Per- 
kins program morning and afternoon 
over the Red and Blue networks of 
National Broadcasting Company. 
Winners, according to the announce- 
ment in Good Housekeeping, will be 
notified of their good fortune by 
Western Union and their names will 
be given daily on the radio program. 

The initial announcement empha- 
sized the fact that 30 distinct and 
separate contests will be held by 
Oxydol. Procter & Gamble expect 
to announce the first winner Aug. 16, 
a week after the contest opens, and 
maintain this schedule’ thereafter. 
Contest rules stipulated that each 
entrant give the name and address 
of her dealer, and continued the ex- 
planation as follows: 


Rules of Contest 


“2. Send in as many entries as 
you wish, provided each one is ac- 
companied by an Oxydol box top, any 
size (or facsimile). 

“3. There are 30 separate contests 
—a new contest each day (except 
Saturdays and Sundays) from Aug. 
9 to Sept. 17, inclusive. All entries 
received by Procter & Gamble on any 
contest day will be entered in that 
day’s contest. Entries received any. 
time before Aug. 9 will be entered in 
the Aug. 9 contest. All entries re- 
ceived on Saturdays and Sundays 
will automatically be entered in the 
contest for the following Monday. 
The final (30th) contest on Sept. 17 
will include all entries received on 
that day and all entries postmarked 
not later than midnight of that day. 

“4. The winners of each day’s con- 
test will receive $1,000. All winners 
will be notified by Western Union 
and their names announced daily, 
beginning Monday, Aug. 16, over the 
Oxydol-Ma Perkins program. 


Basis for Judging 


5. All entries will be judged on 
the basis of sincerity, clearness and 
particularly originality. Penmanship 
and fancy entries do not count extra. 
Decision of the judges will be final. 
Duplicate prizes will be awarded in 
case of ties. No entries will be re- 
turned. All entries, ideas and con- 
tents thereof, become the property 
of Procter & Gamble.” 

The rules conclude with the usual 
exclusion of employes of the company 
or of the advertising agency in 
charge, Blackett - Sample - Hummert, 
Chicago, from participation. 

While the contest for Oxydol, a 
laundry soap, is far from being the 
largest conducted, Procter & Gamble 
itself having made larger awards in 
the past, it sets a new pace for com- 
petitions. Instead of offering a pro- 
longed struggle, in which interest is 
likely to wane, and is kept alive only 
by the large proportions of the capi- 
tal award, Procter & Gamble speeded 
up the tempo by eliminating minor 
awards, lumping the prizes in one of 
attractive size and giving this sum 
daily, so that contestants will get 
quick action. 


“Globe” Memes W-H 
The Globe, Gridley, Cal., has ap- 
pointed West-Holliday, Inc., as na- 


tional representative. 


Boehmer Appointed 


Edward Boehmer has been ap- 
pointed art director for Modern Ad- 
vertising, and Samuel T. Stahl, treas- 
urer of National Publications, Inc., 
publisher of the magazine. 


Croydon Gets Shirts 


The Croydon Advertising Agency, 
Inc., New York, has been appointed 
tc direct advertising for M. Niren- 
berg Sons, Inc., New York, maker of 
Lion Brand shirts. Magazines, busi- 
ness papers, direct mail and dealer 
material will be used. Saul Kampf is 
account executive. 


Doody to Detroit 


Daniel J. Doody, who recently 
joined Gilman, Nicoll & Ruthman, 
newspaper representatives, will take 
charge of the expanded Detroit office 
in the New Center bldg. Aug. 2, mov 
ing from Chicago. Earl F. Mossner 
will be associated with him. 


Drive for Garter Grips 

Inviz-A-Grip Company, maker of 
hosiery garter grips, will open a 
campaign in national magazines, to 
run from September to December, in- 
clusive. The list includes Good 
Housekeeping, Harper's Bazaar, Mc- 
Call’s, Photoplay and Vogue. Beau- 
mont & Hohman, Los Angeles, is the 
agency. 


Anderson Changes 


Robert V. Anderson, former sales- 
service man for Semet-Solway Com- 
pany, Cincinnati, O., has joined the 
field staff of Anthracite Industries 
Inc., New York, in charge of field 
activities in Virginia and the South, 
with headquarters in Richmond. 


Kenya Cloth Appoints 


E. S. Freneau & Co., New York, has 
appointed Kimball, Hubbard & Powel, 
Inc., for Kenya Cloth, a new light- 
weight suiting composed of spun 
rayon and cotton. Business and con- 
sumer publications will be used. 


Heads K YW Sales 


John S. K. Hammann has been ap- 
pointed sales manager of Station 
KYW, NBC’s red network outlet in 
Philadelphia. He has been national 
sales representative for NBC cover 
ing the Philadelphia territory and 
the South. 


COAL-HEAT 


The Stoker Magazine 


Judged by any measure . . . editorial 
initiative and leadership, circulation, cover- 
age, reader responsiveness, character and 
number of advertisers, typography and 
make-up, Coal-Heat stands out as the coal 
and stoker industries’ first choice. 


Having pioneered and led the way in 
encouraging and developing the sale of sto 
kers, in featuring dustless coal and pro- 
moting the sale of better coal-handling. 
coal-treating and coal-burning equipment, 
Coal-Heat has won the confidence and 
respect of the entire coal and stoker in- 
dustries. 


Edited for a sales-minded group—the 
key merchandisers—Coal-Heat reaches the 
largest group of progressive coal and sto- 
ker dealers in the United States. 

Write for copy of Coal-Heat and infor- 
mation about the big new market for Coal- 
burning Equipment, Heating and Cooling 
Accessories. 


COAL-HEAT 


20 West Jackson Blvd. 
Chicago, I11. 
Phone: Wabash 9464 


New York: 19 West 44th St. 
Phone: Murray Hill 2-6585 
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KANSAS CITY 


Sth City in Bank Clearings 


then it speaks eloquently for 

Kansas City. Kansas City is 
the eighth city in America in 
bank clearings. The table at the 
right, compiled by Dun & Brad- 
street, is for the year 1936. The 
showing so far in 1937 gives 
Kansas City a comparable rank. 


[' it is true that money talks, 


Of all the known scales for 
measuring commercial strength, 
the bank clearings test is per- 
haps the most valuable. Where- 
as other tests may denote static 
wealth, such as real estate, 
money on deposit, money in 
savings banks, money in mort- 
gages or other securities, the 
bank clearings record is_ the 
story of money in motion, of 
money being used. 


N 1936 Kansas City had a 

money turnover of $4,768,- 
638,000—more than 4%, billion 
dollars. It surpassed St. Louis 
by 270 million dollars. It topped 
Cleveland by more than half a 
billion dollars. Baltimore fell 
short of Kansas City’s record by 
more than a billion, 400 million 
dollars. Minneapolis trails Kan- 


sas City by $1,432,000,000. 


Kansas City’s bank clearings 
are greater by 181 million dol- 
lars than those of Cincinnati and 
New Orleans combined. 


Kansas City is a giant city, a 
giant market, a great commu- 


THE KANSAS CITY STAR. 


WEEKLY STAR 479,165 


EVENING 314,706 


nity of progressive people and 
thriving, diversified industries. 
It exerts a wide jobbing influ- 
ence. It is the capital and center 
of an inland empire rich not only 
in agriculture and livestock, but 
in oil, zinc, lead, coal and other 
mineral wealth. 


To advertisers the picture is 
made even more inviting by the 
fact this great central market is 
covered so completely by one 
newspaper, The Kansas City 
Star. 


HE Kansas City Star, morn- 

ing only or evening only, is 
the largest newspaper west of 
Chicago. No newspaper in 
St. Louis, Los Angeles, San 
Francisco or Minneapolis com- 
pares with it in volume of circu- 
lation or thoroughness of cov- 
erage. 


The circulation of The Kansas 
City Star (morning, evening and 
Sunday) exceeds 310,000 copies 
each issue. The Weekly Kansas 
City Star (agricultural) has 
more than 479,000 paid-in-ad- 
vance subscribers, largest circu- 
lation of all farm weeklies in 
America. 


The Daily Star and Weekly 
Star or The Sunday Star and 
Weekly Star reach one out of 
every two homes, both urban 
and rural, in Kansas and Mis- 
souri excluding only St. Louis. 


MORNING 311,413 


New York City . . $193,548,797,000 
Philadelphia ... . 


San Francisco.. . 
Pittsburgh ..... 
Detroit ........ 


KANSAS CITY 
ff er ee 
Cleveland ...... 
Baltimore ...... 
Minneapolis .... 


Cincinnati ...... 


pO ere 


New Orleans .... 


Buffalo ........ 


Bank Clearings 


Twelve Months, 1936 
Compiled by Dun & Bradstreet 


18,745,000,000 
15,727,768,000 
11,863,695 ,000 
7,230,152,000 
6,663,998 ,000 
5,390,618,000 
4,768,638,000 
4,497,830,000 
4,265,017,000 
3,349,477 ,000 
3,336,541,000 
2,880,750,000 
2,601,500,000 
2,401 917,000 
1,862,526,000 
1,727,459,000 
1,706,496,000 
1,692,936,000 
1,646,789,000 
1,602,575,000 
1,471,756,000 


SUNDAY 325,647 
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Law Petes Is 
Pleasantaire 


Copy Feature 


New 
troduction of price as a major appea 


in merchandising of air conditioning ja 


equipment, Pleasantaire Corporatior 


has begun advertising in New York 
Yorker 
con- 


newspapers and in The New 
“the priced genuine air 
ditioner on the market.” 

The company contemplates enter 


lowest 


ing the foreign market at the close 
local season and ex- 


of the current 
tension of advertising to export pub 


lications is planned, with South and 


Central American markets considerec 


York, July 27.—Marking in- 


Chicago, 
of the 
1] gross 


July 30.—With farmers 
nation preparing to harvest 
income for 1937 estimated at 


billion dollars more than in 1936 
1ijand almost double that of 1932, na- 
tional and territorial farm paper 


ADVERTISING 
rural buy- 


authorities surveyed by 
AGE today painted a rosy 
ing picture. 

. Unanimous in forecasting a 
nanza year, with bumper crops, good 
prices and a steady demand con- 
-itributing to augmented income, these 
authorities are likewise in accord as 
1/to the probable spending attitude of 


bo- 


ideal for selling low-priced air con-|farmers, once the harvest is taken 
ditioning merchandise. and the cash in his pockets. A con- 
Experimentally sold in the New| census indicates that the cash income 


York area last year, 
company’s units, 
including 


the Pleasantaire 
selling for $199.50 
installation charges, 
dehumidifying, 


cooling, ventilating 


freshening and noise eliminating that 


are performed by 
systems. 

Richard Roper 
tary of Commerce, 
advertising manager. 
Advertising Corporation, 
is the agency. 


more 


son of the 


New 


Bay Petroleum Appoints 


Shaw-Betts, Inc., Denver, Colo., 


poration, 
Denver, Cheyenne, Wyo., 
Pherson, Kan Newspapers, 
and posters will be used. 


radic 


are 
said to perform all the functions of 


expensive 


Secre- 
is president and ° 
United States 
York, 


has 
been appointed to handle the adver- 
tising account of Bay Petroleum Cor- 
which operates refineries in 
and Me. 


this year will be spent as follows: 

1. For capital investments: new 
equipment, new buildings and repair 
and modernization of the old. 

2. For equipment made necessary 
or desirable through modernization, 
such as the purchase of electrical 
equipment in homes where electricity 
has recently been installed. 
general merchandise 


and 


3. For 
“luxuries.” 


Profit Factors Cited 


year’s spendable income for 
will equal or exceed that 
of any previous year, according to 
Charles EK. Sweet, assistant director 
of advertising of the Capper Publi- 
cations, 

“This is due, 
‘ithe fact that 


This 
the farmer 


" Mr. Sweet said, “to 
farm taxes, interest 
rates and labor costs are not so high 
as they were in 1929 or other years 


MARKET ANALYST 


Consulting Executive for 
Large Corporations 
Intelligence—Experience—Organization 
—Execution— 


ARTHUR C. WEICK COMPANY 


20 W. Jackson Blvd. Chicago 
Wabash 5379 


in which the farmers received high 
gross incomes. The significant trend 
of 1987 is the comparatively recent 
| jump in farm building activities. The 
electrical field is another ‘stand out’ 
in the present farm market picture.” 


One definite feature in the spend- 
farm surplus funds, 


ing of reported 


YOUR ty 
MARKET OUTSIDE 


974% HOME DELIVERED CIRCULATION 


Only approximately 21449 
gan Newspapers is street sales. 
to the most substantial, able-to-buy 
Don't overlook your Booth Michiga 


of its key cities and their trading 


Booth Newspapers .. . at one-paper cost. 


call or write 


I. A. Klein, 50 E. 42n 


Lutz, 435 N. Michigan Avenue, Chic 


Saginaw News 


Jackson Citizen 


Bay City Times 
ASK FOR THIS FREE BOOK 


COVERED COMPLETELY BY 


971%4% is 


Grand Rapids Press 


% of the 300,000 circulation of Booth Michi- 


home delivered . . 


families in the entire 


n Market. 


zones completely with the eight 


country. 


You can cover eight 


For further information, 


d Street, New York, or John E. 


ago. 

Flint Journal 
Kalamazoo Gazette 
Patriot © Muskegon Chronicle 


Ann Arbor News 


GREAT MARKETS 
GREAT NEWSPAPERS 


Experts See Farmers 
in Boom Spending Mood 


by Mr. Sweet, is that of putting 
money into “better and more com- 
fortable living,” rather than into the 
purchase of more land. 

Another factor which has raised 
the purchasing power of the farmer, 
according to Wheeler McMillen, edi- 
tor of Country Home, is the price 
differential between non-farm land 
and farm commodities. 

“Since non-farm prices have shown 
lesser increases than prices of farm 
commodities, farm purchasing power 
has shown an even greater relative 
expansion,” he pointed out. “In 1936, 
farm purchasing power was greater 
than in any year, at least back to 
1924. These gains continue in 1937.” 

A further inducement to plentiful 
spending by the farmer this year 
with his returns from bumper crops 
is the deferred demand built up dur- 
ing depression years, pointed out 
Frank R. Furbush of the bureau of 
market analysis, Meredith Publish- 
ing Company. 


Stored-Up Demand Evident 


“Farmers are buying merchandise 
that they have needed but could not 
afford during the lean years,” Mr. Fur- 
bush said, emphasizing the gains 
made in sales of farm equipment, 
automobiles and radios. 

“In brief, farmers are beginning to 
enjoy relative prosperity and have 
increasing sums available for the 
purchase of farm and home equip- 
ment.” 

This is a view shared by E. R. 
Eastman, president and_ editor, 
American Agriculturist, on his return 
from an extensive trip. “I have seen 
more new barns and building repairs 
than I have noted before in 10 years,” 
Mr. Eastman declared, “It takes con- 
fidence in the future of agriculture 
to put up a $5,000 dairy barn. 

“Perhaps the greatest progress has 
been made in the field of rural elec- 
trification. This means, of course, not 
only increased purchases of electrical 
equipment for the farm home, but 
also of equipment to run the farm 
business. Outstanding in such equip- 
ment is the rapid increase in the use 
of refrigerating fluid 
milk.” 


coolers for 


“Hired Hand” to Benefit 


That the weekly shopping trip to 
town will mean more this year to the 
“hired hand,” as well as to the 
farmer is pointed out by A. K. Ran- 
nells, managing editor, National 
Farm News. 

“Farm wages 
peak.” he said, “and this condition 
is likely to continue since, at the 
most recent reports we had, the farm 
labor supply just about balanced the 
demand and the population trend has 
again changed with a small ‘back to 
the city’ movement showing up. 

“The rural buying trend is about 
the same as the urban in respect to 
most commodities. Obvious excep- 
tions are in the farm implement field 
and possibly in electrical appliances.” 
Mr. Rannells also pointed out farm 
bankruptcies last year showed a de- 
cline of 15 per cent. 

In connection with the outlook for 
rural electrification, Mabel Lange, of 
the Farmer's Wife market research 
bureau, reported that 27 power com- 
panies queried by the magazine ex- 
pected to add a total of 60,000 new 
rural customers during the year. A 
subscriber survey recently completed 
by the magazine showed that wash- 
ing machines, irons, radios, water 
pumps, vacuum cleaners and refriger- 
ators, in the order named, would be 
purchased by those planning to in- 
stall electricity. 

Miss Lange declared that the utili- 
ties and the government’s rural elec- 
trification program have been instru- 
mental in increasing by more than 
400,000 the number of United States 
farms buying electricity. Most of 
these customers, Miss Lange pointed 
out, have been added in the past two 
years, 

A bulletin of the research bureau 
of Farm Journal emphasizes the fact 
that the farmer's profit does not come 
solely from sales of crops and live 


are at a_ six-year 


Sterling Products is stimulating dealer 

display use with copy around its new 

display which is designed to tie a slow- 

moving product to the Bayer aspirin 
promotion. 


stock, but that he is often gainfully 
employed by others on a part time 
basis. Quoting the National Indus- 
trial Conference Board, the bulletin 
estimates that such additional reve- 
nue received probably adds over a 
billion dollars each year to the total 
income of the farmers. 


Dairy Farmers Prosper 


Dairy farmers, as well as crop 
farmers, are also expected to share 
in the increased profits of this year, 
according to W. D. Hoard, Jr., of 
Hoard’s Dairyman. The cash farm 
income of this group will be the 
largest in 1937 that it has been since 
1930, according to a report released 
by the publication. 

Much of this profit will go into 
new houses and buildings, it was 
forecast, while manufacturers. of 
farm power equipment will also gain 
many new customers. Dairy farmers 
have purchased more special equip- 
nent used in the production of dairy 
products than they have in any year 
since the beginning of the depression, 
the publication reported. 

The poultry field is another in 
which increased profits are expected 


to be mutually beneficial to manu- 
facturers and farmers 
Gross income of poultry farmers 


for 1937 will exceed one billion dol 
lars, according to O. A. Hanke, editor 
of Poultry Tribune. Mr. Hanke 
stressed the fact that poultry raisers 
are heavy purchasers of building sup- 
plies, insulation material, fencing, 
paint, tires, trucks, footwear, gasoline 
and oil. They represent a_ particu- 
larly good market for trucks, he said, 
because perishable poultry products 
must be moved to market quickly. 
Referring to the income from farm 
products in general, including poul- 


try products, R. R. Hannas, of Ameri- 
can Poultry Journal, pointed out that 
industry payrolls may have a consid 
erable effect upon farm income 
during the latter part of the year. 
Income from these sources is likely 
to be seriously curtailed if labor 
troubles continue, he warned. 


Debts to Be Paid 


In the Middle West, Arthur Page, 
Prairie Farmer, while corroborating 
the view regarding expenditures for 
equipment, gave his opinion that the 
farmer’s first move will be to retire 
or reduce his debts. 

“The farmer will not hesitate in 


spending his surplus,” Mr. Page 
added. “It will go for improvements 
such as water systems and new 
kitchens. There won’t be very much 


ot it hoarded or kept out of circula- 
tion. 

“I believe that the farmers have 
a tendency to pay cash when they 
can. In the case of those who will 
sign contracts for installment pur- 
chases, I don’t believe there is any 
danger of their overspending or of 
contracting to pay more than they 
can reasonably afford.” 

W. A. Cochel, editor of the Weekly 
Kansas City Star, pointed out that 
the farm income in Missouri, Kansas, 
Oklahoma and Arkansas up to July 1 
exceeded that of any year since 1929. 
Mr. Cochel also referred to the fact 
that many farmers will be compelled 
to use some of their profits on debt 
payments, but added that sales of 
other commodities should continue 
the increase made in the first part of 
the year. “The lack of income in 
recent years has required postpone- 
ment of purchase of all but the abso- 
lute necessities,” he said. 
“Unbelievable Prosperity’’ Reported 

Stories of almost “unbelievable 
prosperity” are reported by Ralph 
Miller, advertising manager, the 
Farmer-Stockman, concerning buying 
trends in Oklahoma. Wheat money is 
being spent for automobiles, trucks. 
tractors, kerosene refrigerators and 

(Continued on Page 24) 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 
offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


through its coverage of wholesalers and re- 
tailers who sell seed and other horticultural 
and agricultural items to 41,000,000 farmer 
and suburbanite customers. 


We will gladly give you an analysis of this 
field as it applies to your business. 


SEED WORLD 


Published every other Friday 
223 W. Jackson Bivd. Chicago, Ill. 


1000 warts vay ANDO NIGHT 


WBNX son 


MILLIONS OF TELEPHONE SUBSCRIBERS DO! 


The snooty 400 may not listen to WBNX, but neither are they 
the big buyers of STANDARD ADVERTISED goods. If it’s the 
4,000,000 you want, with its mass purchasing power, you'll 
find them in the phone book and 
listening to WBNX! 


“It's the Four Million who Listen to WBNX’ 
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that ONLY the Times-Star is needed to 


do th | lling job in Cincinnati 
o the complete selling jod in Cincinnati Em 
5-YEAR RECORD OF G-E SALES a ’ 
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T is significant that during the 

same six months in which this 
aggressive (General Electric Dis- 
tributor for Northern Kentucky, 
Southern Ohio and Southeastern 
Indiana showed the remarkable 
sales increase of 68.3°., the Times- 
Star carried 145° MORE Electrical 
Advertising (Automatic Refrigera- 
tion, Heating and Air Conditioning 
Equipment, Electrical Appliances 
and Supplies) than the other even- 
ing newspaper, and 1260 MORE 
than the combined morning and 
Sunday newspaper. 


Here is emphatic proof that in this 
rich trading area where there is not 
only the DESIRE, but also the 
ABILITY to demand modern 
household equipment, you need the 
Times-Slar and only the Times-Star 
to do the complete selling job. 


ra 
Lao 
ee 


HULBERT TAFT 
President and Editor-in-Chief 


NEW YORK: Martin L. Marsh, 60 E. 42nd Street CHICAGO: Kellogg M. Patterson, 333 N. Michigan Ave. 
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Rhoades Gets Cab Cards 


Rufus Rhoades & Co., San Fran- 
cisco, has been appointed by Yellow 
Cab Company of California to handle 
cab advertising cards recently inaugu 
rated in the East. Each cab holds 
three cards, facing the riders, the 
center card to be used by the com- 
pany itself. 


Joins Goodrich 


Chester T. Morledge, former vice- 
president in charge of sales of India 
Tire Company, Akron, has been ap- 
pointed assistant manager of the 
automobile tire department of B. F. 
Goodrich Company, Akron. 


Color Company Starts 


The Natural Color Corporation, 
New York, has been organized to 
make photographs in natural color 


Trodson Named 


Burton Lee Trodson has been ap- 
pointed advertising and sales promo- 
tion manager of Mid-States Gummed 
Paper Company, Chicago. 


Picking Berries 
at Old Aunt Mary’s 


—the sort of pithy 
phrase that _ sells 
songs, sausage or 
screw drivers. I 
specialize in that 
kind of copy. 


THE 25-WORD MAN 


Box 1178, care Advertising Age 
Ten 25-word Ads for $50 


Experts See Farmers 


in Boom Spending Mood 


(Continued from Page 22) 


stoves, and it’s wheat money from the 
largest Oklahoma crop since 19381, 
selling at $1.10 a bushel. 

Another banner year for wheat is 
reported in Nebraska, according to 
Tom Leadley, editor of the Nebraska 
Farmer. Much of the profit from 
this $50,000,000 crop, Mr. Leadley 
said, will go for paint and repairs, 
the buying of long needed equipment 
and the so-called luxury commodities. 

In Kentucky, the major factors 
in gains made by farmers were in 
the improved prices received for to- 
bacco and the market for grain 
created by the distillery and brewing 
interests, according to a review in 
the Louisville Courier-Journal and 
Times. 

W. Vaughan Spencer, publisher, 
Kentucky Farmers Home Journal, 
indicated that these gains would con- 
tinue and predicted that Kentucky 
will be far up among states in gain 
in farm income this year. 

“The problems of the dust bowl 
are reacting very favorably on Ken- 
tucky farm income,” he said. ‘“Ken- 
tucky has just harvested a magnifi- 
cent bumper wheat crop which moved 
freely to the market at $1.12 to $1.25 
per bushel.” 

Marion L. Stiles, director of re- 
search, the Ohio Farmer, reports that 
sales of the principal farm products 
of this state for the first five months 
of the year, including government 
payments, are approximately 25 mil- 
lion dollars ahead of the 1936 figures. 
The increased income, according to 
the report, is being spent for ma- 
chinery, buildings, equipment and im- 
provements. A survey recently com- 
pleted by the publication likewise 
uncovered evidence of great interest 
exhibited by Ohio farmers in electri- 
fication, indicating an active market 
for a host of electrical products. 

“In Indiana,’ said N. T. Crane, 
advertising manager of Indiana 


GOOD NEWS 
FOR NUMBERLESS KNITTERS 


@ Millions are knitting today who never knitted betore. Here’s 


a premium that will catch their eyes—the “Yarn Ball’, molded 


of Beetle*. Your customers will find it helpful in keeping yarn 


clean and trom rolling away —and you'll find it helpful for making 


and keeping customers. Strong, durable, Beetle is smooth and 


pleasant to touch —and kind to yarn. For such novel, sales-stimu- 


lating premiums write The Beetle 


Products Division of American 


Cyanamid Company, 38 Rocketeller Plaza, New York, N.Y. 


Member of P. 


*Trade mari of American Cyanamid 


manufactur 


A. A.A. 


Company applied te urea products 


ed by tf, 


Farmers Guide, “the present pros- 
perity of farmers is_ reflected 
impressively by the increased retail 
business in lines appealing exclu- 
sively to the farmers. Implement 
manufacturers are behind in produc- 
tion and it is difficult for farmers to 
obtain needed equipment in the vol- 
ume desired. 

“The farm market for electrical 
appliances in this territory holds the 
greatest promise for rapidly growing 
volume to be found in the entire 
country.” 

The 1937 income for Iowa farmers 
should approximate 600 million dol- 
lars, according to an estimate made 
by Dante M. Pierce, president and 


publisher, Wallaces’ Farmer and 
Iowa Homestead. This figure will be 
double that of 1933, Mr. Pierce 


pointed out. 

“The buying ability of Wisconsin 
farmers has been steadily advancing,” 
F. B. Swingle, editor of the Wiscon- 
sin Agriculturist and Farmer, de- 
clared, “and it is not confined to 
any one necessity or luxury. It has 
advanced steadily all along the line 
from clothing to farm machinery and 
motor cars.” 


South Is Prosperous 


Prosperity indications are likewise 
found in reports from Southern 
states. Farmers in 14 states covered 
by the Progressive Farmer and South- 
ern Ruralist received a cash income 
of $747,434,000 during the first five 
months of 19387, according to W. C. 
Lassetter, associate advertising man- 
ager. This is a gain of 40.6 per cent 
over comparative figures for 1936, 
and nearly double the average gain 
for all 48 states. 

“Automotive equipment, radios, 
mechanical refrigeration and scores 
of other items are on his want list,” 
Mr. Lassetter said, referring to the 
Southern farmer. “Manufacturers 
doing the best job of displaying their 
wares through proper advertising ap- 
peal will be the most successful in 
getting their share of this surplus 
money in the South this fall. The 
farmer’s requirements are so varied 
that his expenditures will reach into 
wide fields of merchandise.” 

Eugene Butler, editor in the Dallas 
office of the paper, declared that 
Texas agriculture presented a 
brighter picture at the moment thar 
at any time since 1929. The buying 
power of the Texas farmer, he as 
serted, will be approximately equa! 
to the best years since the world 
war. 

“We look for unusual activity in 
the purchases of household appli- 
ances, lumber and building materials, 
hardware and clothing. Records show 
that all of these items are enjoying 
a phenomenal increase in demand 
as compared with the first five 
months of 1936.” 

P. D. Sanders, editor of The South- 
ern Planter, reported that a group 
of the publication’s officials has just 
returned from a_ 3,000-mile trip 
through Delaware, Maryland, Vir- 
ginia and West Virginia on which 
they found record crop. prospects 
with coincident heavy home repair- 
ing, home equipment installation and 
automobile purchases. 

Other barometers of Southern farm 
prosperity are found in the bulletin 
issued by Farm and Ranch. Frank A. 
Briggs, editor, pointed out that crop 
conditions in Arkansas, Louisiana 
and New Mexico as well as those in 
Texas indicate prosperous harvests 
for the farmers in this territory. 

The bulletin lists a 40 per cent 
increase in sales of farm implements 
in the Southwest, a 10.7 per cent im- 
provement in the cement industry, a 
14.8 per cent rise in electric power 
sales and a 24 per cent boost in build- 
ing permits. 

Louis D. Wallace, research man- 
ager, Southern Agriculturist, also 
emphasized the gains made by South- 
ern farmers this year as compared 
with the average national gain of 
farmers, quoting the 40 per cent and 


20 per cent, respectively, as given 


TWO FAVORITES 


GAS WATER HEATCH THRILLS USERS 
Five-Star Home Sarvey Shows eepie Went 24-Hewr Service 


MEW YORK POWEE AND LIGHT seco ah 


Siero” «6 BA mer MC ik a 


Familiar child and dog combination tells 

an appealing story in the dominant illus- 

tration of this insertion in Niagara Hud- 

son Power Corporation's newspaper 

series prepared by Batten, Barton, Dur- 
stine & Osborn, Buffalo. 


by Mr. Lassetter of Progressive 
Farmer and Southern Ruralist. 

The San Antonio Express, in a 
Texas survey, pointed to the state’s 
rise as a producer of citrus fruits. 
The largest citrus production in the 
history of the Rio Grande Valley 
was made last season, with an indi- 
cated 8,234,000 citrus trees under 
cultivation. Wheat growing also has 
registered gains, with an estimated 
3,933,000 acres under cultivation, ex- 
pected to yield 41,690,000 bushels, or 
more than double that of 1936. 

Florida farmers are optimistically 
regarding this year’s crop prospects, 
J. M. Grady, managing editor, Florida 
Farm & Grove, reported, although he 
added that agriculture in this state 
is highly specialized and does not 
necessarily follow the trend evi- 
denced in other territories. Farm 
implements and automobiles are sell- 
ing in record numbers, Mr. Grady 
said, while building construction is 
at its highest peak since boom days. 
with an attendant gain in household 
appliance sales. 


Northwest Income Up 38% 


The 1937 income of farmers in 
Washington, Idaho and Oregon, the 
states covered by the Pacific North- 
west Farm Trio, is averaging 38 per 
cent more than in 1936, according to 
Ralph E. Dyar, manager of the mar- 
ket research department. 

These publications, the Washington 
Farmer, Oregon Farmer and Idaho 
Farmer, scheduled a survey earlier 
in the year to determine the buying 
tendencies of farmers in this terri- 
tory. Returns from this study pre. 
dict a substantial advance in sales 
ot electrical appliances, home con- 
veniences, automobiles and automo 
bile equipment. Gains were also indi- 
cated for farm implements of al] 
types, as well as clothing and gro- 
ecery products. 

Berry H. Akers, managing editor 
of The Farmer, reports extremely 
favorable grain crop conditions in 
Minnesota and South Dakota and a 
fine outlook for livestock sales which 


supply the bulk of income for farm 
ers in this territory. “Farmers are 
buying in greater volume than for 
many years,” Mr. Akers declared, 
“and farm income will be substan- 
tially higher than last year, due both 
to higher prices and greater volume.” 

Favorable Midwest factors are 
emphasized in “Agricultural Out 
look,” bulletin issued co-operatively 
by the editorial staffs of the Midwest 
Farm Paper Unit, comprised of five 
publications in this area. It is re- 
ported that these states have been 
in the lead under REA projects. 
Other optimistic angles are noted in 
the continued recovery of rural mer- 
chandise trade, in the 11 month rec- 
ord established in fertilizer sales and 
in the increased demand for farm 
land. 

John E. Pickett, editor, Pacific 
Rural Press, estimated 1937 Cali- 
fornia farm income at more than 
three quarters of a billion dollars, 
the largest since the pre-depression 
peak. He also pointed out that all 
crops with potentially over large pro- 
duction have been placed on prora- 
tions or have organized advertising 
campaigns to stimulate sales, and the 
recent federal court decision uphold- 
ing the California-Arizona citrus pro- 
rate is an added good market guar- 
antee. 

Canadian Outlook Good 


Farm prospects for 1937 in East- 
ern Canada are the brightest in 
eight years, according to a report by 
C. H. Hodge, editor, the Farmer Mag- 
azine. This report, covering condi- 
tions in Ontario, Quebec and the 
Maritime provinces, indicates that 
here, as well as in the United States, 
farmers are expected to invest a 
good part of their surplus profits in 
electrical equipment and home con- 
veniences. Hydro power companies, 
through reduced rates, have fostered 
much of this interest, it is pointed 
out, and in Ontario applications for 
power installations have averaged 
1,000 per month since January. 

High prices for farm products like- 
wise have boosted the purchasing 
power of the farmer in this territory. 


Joins Furman Agency 


Petro A. Galvan, formerly with 
KEW, Mexico City, has joined Nor- 
man B. Furman, Inc., New York, 
foreign language advertising agency, 
and will head the Spanish and 
French departments. 


Opens Newark Branch 


Schillin Advertising Corporation, 
New York, has opened a New Jersey 
branch in the National Newark bldg., 
Newark. 


production that I have ever seen,’’ volunteered 
the widely travelled one. ‘I don’t see why any 
production man who knows what you have 
here would worry about his work after he had 
turned it over to you. I wish you had a branch 
in London.’ And that’s just about the story. 
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An Advertising Globe Trotter Paid Us | 


ACALL | 


“You have the finest layout for straight line 


712 Federal! St., Chicago 
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retail trade board of the Boston|addressed by Secretary of State 


$0. TEACHES 
RULES OF ROAD 
WITH NEW GAME 


Gadget Shows Motorists How 
to Avoid Trouble 


Chicago, July 27.—Ingeniously de- 
signed to preach both the doctrine 
of safety and the virtues of the com- 
pany’s products, 2,000,000 Red Crown 
cames started out today through 23,- 
000 dealers of Standard Oil Com- 
pany of Indiana to amuse and in- 
struct the motoring public. 

Emphasizing the theme of the com- 
pany’s current newspaper campaign, 
the game, played by means of sheets 
closely resembling road maps, penal- 
izes motorists for careless driving 
and inattention to the need of their 
cars, while giving corresponding 
yonuses for avoiding hazards. Every 
motorist in the Middle West will re- 
ceive one of the games, according to 
present distribution plans. 

The games are printed on heavy 
paper in four colors, the moves being 
dictated by metal spinners. Six per- 
sons can make the Standard Oil tour 
simultaneously with the paper auto- 
mobiles which are provided as part 
of the game, each player, in turn, 
spinning the arrow to determine the 
number of miles he may move along 
the “Road to Better Mileage.” 


Steps in Journey 


The road is divided into equal 
spaces, each representing ten miles. 
Players landing on spaces contain- 
ing information or instructions are 
guided thereby in making their next 
move. The finish line is 1,020 miles 
from the start and the player who 
reaches it first is the winner. 

Incidents in the tour are numerous, 
with mileage bonuses being given for 
such things as sounding the horn 
when passing another car, stopping 
at a Standard Oil station to have oil, 
radiators and tires checked, slowing 
down for a school zone, and gaining 
mileage by using Red Crown gaso- 
line. 

Similarly, penalties are inflicted 
for cutting in on another car, passing 
cars on turns, failing to have battery 
checked at Standard Oil station, 
turning without giving hand signal, 
failing to have engine properly lubri- 
cated, ete. 


Evolution of Idea 


While Standard Oil has not di- 
vulged the cost of its newest promo- 
tion plan, it said that 10 carloads of 
paper, 2,000 pounds of ink and 12,000 
pounds of metal spinners were used 
by Milprint Products Corporation, 
Milwaukee, in producing the games. 
The idea was a composite one, 
emanating from McCann-Erickson, 
Inc., Chicago, in charge of the ac- 
count. 
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** Constructive 


— Informative 

- hed ae | 
Illustrated. Your request 
bring only the book—no sales 
man. 


PORCELAIN ENAMEL INSTITUTE 
612 No. Michigan Ave., Chicago 


r Send me your free book on Porcelain 


tnameled Signs. 
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~ New Jensey 


Capitalizing on labor: quiet, the Indus- 

trial Committee of Bayonne, N. J., is 

seeking to attract new industries through 
an extensive newspaper campaign. 


Kennedy Heads New 
Bowling, Billiard Group 


Seeking a share of the bowling 
alley equipment business estimated 
to have reached a total investment 
today of about $400,000,000, the 
American Bowling and Billiard Cor- 
poration, New York, has been organ- 
ized by Robert E. Kennedy, formerly 
with the Brunswick-Balke-Collender 
Company, Chicago. 

National and Eastern sectional 
trade publications, direct mail pieces 
and personal solicitations will form 
wedges of the company’s first cam- 
paign to be launched sometime this 
fall, he said. 


Auto Men Sport Flowers 


From “House & Garden” 


Tangible representatives in the 
form of “buttonhole bouquets” were 
used by House & Garden last week 
to carry a promotion message to 250 
automotive executives and agency 
leaders. 

Sixteen automotive-center cities 
were covered in the promotion, with 
the air-expressed bouquets and a 
brief promotion message delivered 
personally to the recipients by mes- 
senger. 


“Western Home” Becomes 


“Homes of the West” 


Homes of the West will be the title 
of the new Pacific Coast magazine to 
be issued in the fall, supplanting 
Western Home. 

“Homes of the West” also has 
purchased The Garden Quarterly 
from the McDonald Publishing Com- 
pany, San Francisco, and will incor- 
porate its features in the magazine. 


Offers Ideas to Grocers 


“The Grocer’s Idea Book” has been 
released by The Progressive Grocer, 
New York, containing 470 articles 
and 250 illustrations for retail grocers 
on selling, display, window display, 
service and delivery, credit and col- 
lections, advertising, and other sub- 
jects. 


Gundell Appointed 


Glenn Gundell has been named 
manager of advertising and sales pro- 
motion of the air conditioning de- 
partment of the General Electric 
Company, Bloomfield, N. J.  Pre- 
viously Mr. Gundell was connected 
with the Blackman Company, New 
York. 


Joins Serippe-H oward 


George Beverage, until recently ad- 
vertising manager of the News Leader, 
Richmond, Va., has joined the New 
York staff of the national advertising 
department of Scripps-Howard News- 
papers. He was previously with the 
Blackman Company, New York. 


Distribution 
Forum Set for 
September 20 


Boston, July 28.—Distribution 
costs, profits and manpower will be 
dominant themes of the Ninth Bos- 
ton Conference on Distribution to be 
held at the Hotel Statler Sept. 20-21, 
with federal, business and academic 
authorities scheduled as _ leading 
speakers on the program released to- 
day. The conference, sponsored by the | 


oh ett Ss 


Chamber of Commerce in co-opera- 
tion with schools of business of 
many universities, will present such 
notables as General R. E. Wood, 
president, Sears, Roebuck & Co., and 
Elizabeth Arden, president, Elizabeth 
Arden, Inc. 

General Wood will draw some con- 
clusions on “The Trend of Retail 
Distribution,” while Miss Arden, dis- 
cussing “Cosmetics and Fashion,” 
will outline some of her convictions 
relative to the cosmetic indusry. 

James Roosevelt, son and adminis- 
trative assistant to the President, 
will be chairman of the session to be 


Cordell Hull on “International Trade 
Pacts.” 


Holcomb Joins B-S-H 


John J. Holcomb has _ joined 
Blackett-Sample-Hummert, Inc., Chi- 
cago, as an art director. He was 
formerly with Henri, Hurst & Me- 
Donald and Ferry-Hanly Company. 


Not Crowell Paper 
Through error, The American 
Home was listed in ADVERTISING AGE 
of July 19 as a Crowell publication. 
It is published by Country Life- 
American Home Corporation. 


. 


—not at the ‘fringe’ 


@ There’s only one way to hit this 
Bullseye Farm Market—that’s to aim directly at it—with 


the only farm papers that go directly and exclusively to 
this market—the Midwest F arm Papers. 


Midwest Farm Papers give 77% actual coverage of 


the 1,358,837 farms in these key states, whose farmers 


will receive approximately one-third of all the nation’s 


farm 


income this year. 


Potshots with “national” campaigns don’t even 


begin to cover this Key territory. 


The strongest na- 


tional farm medium offers only 36% actual coverage in 
the midwest states (less than half that of Midwest Farm 
Papers) ; and all five nationals put together provide only 


a 64% coverage here. 


Only Midwest Farm Papers supply the ammunition 


of big volume actual farm coverage so vital when sales 


= 
va 
“7 


THE MIDWEST & 


PRAIRIE FARMER | NEBRASKA FARMER 
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guns are aimed at these key farm states. 


"Tocused Advertising in 


m FARM PAPERS 


THE FARMER, ST. PAUL 
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ZENITH DEALERS 
URGED 10 CARRY 
COMPETING LINE 


Gives Customers a Chance 


i 
| 


make direct and real comparisons 
for himself.” 

Edgar G. Herrmann, advertising 
manager, described the move as in 
line with policy outlined by Comman- 
der McDonald of promoting the ra- 
dio receiver field generally as the 
best way to assure advantages for 
each member of the industry. 


Helps Entire Industry 
In addition to the obvious stimulus 


FROZES gy 


be a eT ORE: 


en 


THE CAKE 


FRIGIDAIRE $ OWE ery, 
METER MISER 
a8 


<3 
Bt 
: 
oo: 
z 
a 
* 
5 


- 
to dealer confidence, Mr. Herrmann RR) + 
P p > e.8 ee 1€ 
said it is the company’s opinion that ; Ga 
the consumer should be given his of 
to Compare honest chance to choose the goods pes 
: : that prove their own superiority by oe 
: ee comparative test. thee 
Chicago, July 28——Zenith Radio Results of this policy have substan- ; 
Corporation made an unusual move tiated the belief, said Mr. Herrmann, PA 
this week in urging dealers now han- that the “wise man thinks not only en 
dling its line exclusively to take on of his own company, but reaches far orl 
not only a competitive model but beyond that in his planning. 
“the best competitive model that the “Te his own company is to grow,” 
market affords.” the advertising executive said, “he 
The request was presented in a let- must think for the industry, lest as a 
ter from Commander E. F. McDonald, leader in that industry, he allow the a 


Jr., president, in which he said: 
“We have just completed a survey 
of Zenith dealers, and I am simply 


Known to thousands of radio men for |entire industry to travel down the 
his work as chairman of the Federal | wrong road carrying his own organ- 
Communications Commission, Anning S. | ization with it.” 

Prall died July 23. Judge Eugene O. 


Sykes temporarily is filling the commis- 


emphasizing the prestige angle. 

Publications now on the business 
paper list are Jewelers’ Circular-Key- 
stone, National Jeweler, and Pacific 
Goldsmith, with copy running in full 
pages and occasional spreads. This 
phase of the company’s advertising 
will be continued. 


The Federal Communications Com- 


casting station to use the call letters 
W3XIR. Construction will begin in 
August. 


Hattwick M oves 


~ 


Ss SSS:::SSSSSE 


paper schedule of about 10 publica- 
tion will be continued, supplemented 
by dealer helps and posters. The 
agency is Kelly, Nason & Winsten, 
New York, with Charles A. Hammar- 
strom the account executive. 

Another company which is already 
anticipating the coming season is the 


sertions in the rotogravure sections 


mission has granted the WCAU lof 14 newspapers in key cities. On 
Broadcasting Company, Philadelphia,|the same date, copy will break in 
a permit for a high frequency broad- Vogue. with insertions to follow in 


later issues not yet definitely sched- 
uled. 


Trade Campaign Maintained 


Wexman with Kennedy 

Sam Wexman, formerly with Tav- 
ern News, Chicago, has joined Ken- 
nedy & Co., Chicago, as account rep- 
resentative in charge of wine and 
liquor merchandising. 


——--- - Mendoza Fur Dyeing Works, Inc 100% FOODSTAND 
W3XIR P 2G d Long a national advertiser, the com- 
ermit Grante pany will begin Aug. 1 with in- 


CIRCULATION 


... means that every 


copy goes across a 


: . Sey? Newspapers on the Mendoza list 
PICTURES chat PULSATE)...3s,''vcs,te flees style the "ntinore Senne] Seogeey counter, te 
" copy staff of Needham, Louis and] @jope lo 0 ier-E . :. roc U r 
$5.00 that Bounces Brorby, Chicago agency. He was Se, Sree Corie eres, Se 9 y . 


IDEA BOOK—contains over 
1200 pictures on almost any 
subject. We bill you for five 
dollars, then refund it on your 
Jirst order for $10.00 or over. 


graphs 


KAUFMANN 


Make your advertising tingle. Shrewdly choose sub- 
jects that compel response on your reader's part. Be 
assured, when your announcements meet the public 
eye, that your readers will pause, pleasedly ponder 
your proposal, and then, gracefully surrender to 
your suggestions. We have thousands of stock photo- 
ready to deliver 


sent on approval. 


Commercial Illustrative Photographers 


formerly with the Chicago office of 
Batten, Barton, Durstine & Osborn. 


with LIFE! 


Issues Specialty Book 


The Council for the Improvement 
of Specialty Selling, Inc., New York, 
has issued a new book, titled “How 
to Make People Buy Specialties and 
Special Services.” 


NPA Sets Dates 


National Publishers Association, 
Inc., New York, will hold its annual 
meeting Sept. 14-15 at Buckwood Inn, 
Shawnee-on-Delaware, Pa. 


Riehl to KVOO 


that will inspire. Prints 


& FABRY CO. 


cago Tribune, Cleveland Plain Dealer, 
Detroit News, Milwaukee Journal, 
Minneapolis Tribune, Philadelphia 
Inquirer, Pittsburgh Press, San Fran- 
cisco Chronicle, St. Louis Post-Dis- 
patch, St. Paul Dispatch, and Wash- 
ington Star. 
Trade advertising, now appearing 
in Woman's Wear and Fur 
Weekly, will continue through Jan- 
uary. Direct mail will be used 
around National Fur Week in 
vember. 

Grey Advertising Agency is counsel] 
for Mendoza. 


Age 


No- 


someone who at the 


moment is doing her 


shopping 


THE FAMILY CIRCLE 
MAGAZINE 
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sion chairmanship. WOOD 10 RESUME 
A G E N eS Y astounded by the number of dealers y 
|who handle Zenith exclusively. ¢ 
W A N T E D | “While I consider this a very) E 
|pretty compliment to Zenith, I do | 
/not feel that the dealer who handles | 
... to interview ac- Zenith exclusively is being fair either | 
° to himself or to his customer. ad 
count executive ex- Mi 
. Let Customers Compare wie ch 
perienced on food, ore ah a - in their| New York, July 28.—With wedding — :, ” 
drugs, oil, banking, Pict righ ontelmsenrygnithetong baggie aed ©" | rings for the bridegroom as well as Frigidaire Division of General Motors Corporation is embedding bold-lettered 
minds from one store to another the the b P 4 "Proof" in ice compartments of new dealer demonstration units, emphasizing i 
; : . initia aes tein Rene »|the bride regaining favor and mar om , vi 
and electrical appli- comparative values of tone, ease of ; economy in ice production. id 
operation or features of a radio set. riage, like many other markets, ae - 
ances. Co py. re- Therefore, I say that in fairness to registering improvement, J. R. Wood be 
search, and new yourself and to your customers, you & — — Brooklyn, ee seit Kramer Is New BBD&O ps 
. A should handle and carry in stock one | 8t#® ts ret CORSEMST SEVERE Chicago Media Director 
b ded since 1930, it was announced today cag an 
usiness minded. of the competitive lines so that your Whil ™ ; li h: b : H. A. Kramer has been appointed Yl 
Age 34. Well rec- customer can see while he is in your ne ee eee space buyer for Batten, Barton, Dur- 
f store the many advantages and fea-|Pleted, at least four national maga- : yc 2 ; ge 
ded by f : ty —* ea) zines will be used in the campaign stine & Osborn, Chicago. He was for- hi 
ommende y 4ior- tures of Zenith over competitive vii race / ia merly in the copy department. Gi: 
; makes. : ati Mr. Kramer succeeds Joseph C. 
mer associates. Box “In selecting a competitive make | The company, which claims to Lieb, who will act as contact man on fir 
1185, Advertising of radio I urge you not to choose a|™#nufacture about 350,000 of approxi- several accounts. 
Age weak one. Select the best that the mantely 2,990,990 wedding ae engage ene Ace: = 
. market affords, so that every cus- esd Aprssciotyantisn A in this Crane Names Hicks ‘ 
, : eae country, used general magazines over . ; - 
tomer who comes into your store can & period trom 1987 threcmh 10600, but New York, July 27.—For the first a yest: greeted a 
== i i , i time in its 40-year history, Her- f rR, 
sp earvantrn ee rad Suring man Basch & ‘ao Inc a of | been appointed director of the pub- 
|! e depression. Its advertising since ine ete pate licity service department recently es- 
1930 has been confined to business|the country’s largest dressers and|tapjished by Crane Company, Chi- 
paper campaigns, window displays, |4yers of Persian lamb, is conducting cago, manufacturer of heating and 
and dealer literature. a national consumer campaign for] plumbing equipment. 
; Hammer Brand Persians. Full-page - a 
Copy Features Prestige insertions in Good Housekeeping, Irsch Joins Gage 
Theme of the new consumer copy|Harper’s Bazaar, Pictorial Review, Frank E. Irsch, Jr., formerly with 
will be similar to that which has} Stage and Vogue have been started! 7. ofadden. Publications, Inc. has 
characterized the company’s business] and will continue through the end joined the Gage Publishing Company, 
paper drive during the past six] of the year. New York, to engage in advertising, 
months. Copy has been featuring Anticipates Coming Season sales promotion and research devel- 
publicity articles which appeared in , e ; opment. 
various newspapers and magazines,| 7TH@ company’s regular business} = = 8 ——-—~——- 
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JOHNNY & HOEY 
SCORE AS GOLD 
STOCK SALESMAN 


Toronto, July 29.— Approaching 
their first birthday as boosters of 


Gachin Gold, Ltd., on financial pages 
of the three local newspapers, the 
comic characters, Johnny and Hooey, 
boasted today that they are among 
the most widely read daily features 
in Canada. As a matter of fact, J. J. 
Carrick, president of the company and 
originator of the small space regular 


C’Mon in 


—— 


Written & paid 

by Mr. Gachin 
advertisements “written and paid by 
Mr. Gachin.” reported that the two 
characters have received fan mail 
from as far away as California. 

Mr. Carrick revealed in an inter- 
view today that he has very definite 
ideas about advertising. It should 
be filled with action, he said, 
and, incidentally, expressed complete 
disapproval of “readers.” “If I want 
any publicity on the financial pages, 
I'll write it myself, pay for it and 
get better results,” he declared. At 
his request, no editorial matter on 
Gachin Gold, Ltd., appears on local 
financial pages. 

The idea which launched Mr. Car- 


rick on producing the advertisements 
came from a Chicago friend who was 
against President Roosevelt during 
the last campaign. Under the draw- 
ing of a moronic looking grinner 
mailed out to a list of friends, the 
Chicago man printed “Sure I’m for 
the New Deal.” Mr. Carrick, who 
owned the Port Arthur News-Chron- 
icle 25 years ago at the time he was 
member of the House of Com- 
mons for Thunder-Bay-Rainy River, 
adapted the character and added a 
running mate called Hooey. The car- 
toons are drawn by Donald Mce- 
Ritchie, for many years cartoonist for 
the Halifax Herald, now with Gachin 
here. 


Late News Incorporated 


Johnny is always cheerful, usually 
spouting good advice and sometimes 
optimistic about the state of the min- 
ing market. Hooey is often in a jam 
and down at the mouth. For the 
edification of the 600,000 readers rep- 
resented by the circulation of the 
Globe & Mail, Telegram and Star 
here, they engage in humorous con- 
versations every day, ending with a 
postscript designed to get the public 
to invest in Gachin securities. 

Most of the advertisements are 
topical. They are prepared late the 
day before they are run and last 
minute news developments can be in- 
corporated, Mr. Carrick explained. 
An exception to this rule was last 
winter when Mr. Carrick was on holi- 
day touring the United States. 

Johnny and Hooey went along and 
reported progress each day in the 
newspapers here. That was when 
the fan mail started coming in. One 
day the boys told of being invited 
to visit a nudist colony at Elsinore, 
Cal. A short time later a letter ar- 
rived in Toronto addressed to Johnny 
and Hooey. The writers said they 
would like tc make the trip to Elsi- 
nore nudist colony with the boys. It 
was signed “Fannie and Flossie.” 


Agency Names Two 


Martin Oechsner, copy chief, and 
William Dasheff have become vice- 
presidents of Pettingell-Fenton, Inc., 
New York agency. 


—_—— 


OUTLINE RECORD CAMPAIGN FOR NESCO 


Coats were off at the National Enameling & Stamping Company sales meeting 


when plans for a record fall advertising 


campaign were outlined by the quartet 


behind the table: Dale D. Karstaedt (standing), advertising manager; E. P. Alt- 


Nesco to Run 
Big Campaign 
for New Lines 


Milwaukee, July 27.—One of the 
most extensive fall advertising cam- 
paigns in its history is being an- 
nounced this week by National En- 
ameling and Stamping Company for 
Nesco housewares at sales meetings 
in New York, Chicago, Baltimore and 
St. Louis. 

Two new lines of merchandise are 
being introduced at summer shows 
and will be supported by heavy pro- 
motion. They are Kitchen Vogue 
decorated containers, with round tops 
and bottoms, and Kitchen Gay, a col- 
orful assortment of lithographed 
ware. 

Kitchen Vogue will be advertised 
in American Home, Better Homes 
and Gardens, Bride’s Magazine, Good 
Housekeeping, Holland’s, Ladies’ 
Home Jovrnal and McCall's. Large 


space in women’s magazines also will 


meier, assistant sales director; H. H. Dooley, merchandising manager, and A. A. 
Bernadine, New York district sales manager. 


| be used for Nesco enameled roasters, 
| the Nesco electric toastmaster and a 
new electric frying boiler. 

In the agricultural field the Nesco 
line of kerosene ranges and heaters 
will be featured in half and two- 
thirds pages in Country Gentleman, 
Farm Journal, Farm and Ranch, 
Farmer-Stockman, Progressive Farm- 
er and Southern Ruralist, Southern 
Agriculturist and Successful Farm- 
ing. 

The agency is Reincke-Ellis-Young- 
green & Finn, Chicago. 


140,000 in Kelvin Test 


Richard F. Armknecht, stationed 
at the Brooklyn Navy Yard, won first 
prize, a completely equipped Kelvin 
home, in the national Kelvin Home 
Contest, sponsored by Nash-Kelvina- 
tor Corporation, which attracted 140,- 
000 entries. 


Plan Berkshire Magazine 
The Berkshire Hills Conference, 
Pittsfield, Mass., will publish Life in 
the Berkshires, monthly magazine, 
beginning Sept. 1, Frank W. Couch, 
executive secretary, has announced. 


Insurance Advertising 


Convention Theme Set 


“Practical Insurance Advertising” 
will be the keynote of the annual 
convention of the Insurance Adver- 
tising Conference, to be held Sept. 
13-14 at Briarcliff Lodge, Briarcliff, 
a # 

Robert Brown, Jr., Aetna Casualty 
and Surety Company, and Charles 
EK. Freeman, Springfield Fire and 
Marine Insurance Company, are in 
charge of the program. 


Coulter, McDermott to 
Philadelphia for Ayer 


N. W. Ayer & Son, Inc., has 
transferred Thomas J. McDermott 
and Frank Coulter from New York 
to Philadelphia headquarters, owing, 
it was said, to an increasing volume 
of radio business. 

Francis C. Barton, Jr., formerly in 
charge of time-buying in New York, 
will be placed in charge of the com- 
pany’s Albany office. 


Adds Directors 
Colgate-Palmolive-Peet Company, 
has elected the following directors 
to its board: N. F. S. Russell, presi- 
dent, U. S. Pipe & Foundry Com- 
pany; George W. Merck, president, 
Merck & Co., and W. Gibson Carey, 


Jr., president, Yale & Towne Mfg. 
Company. 


FINE PRINTING 
EXPERT AVAILABLE 


Does your organization need 
the services of a man who 
knows good design, artwork, 
typography and printing and 
who can apply these to your 
problems? A man who is a 
designer and further an or- 
ganizer of the services that 
make fine printing? Who can 
handle professionally all of 
the problems of design that 
are presented? Then write 
Box 1184, care of Advertising 
Age. Long experience and a 
wonderful record of achieve- 


ments. 


A BUMPER CROP 


*O ie 
“Srey, 
s. 


THROUGHOUT the broad expanse 
coverage lie rich agricultural regions 


ou Abe 


of W LW’s 
which are 


coming into their own, with record-breaking crops 
bringing top-notch prices. 


WLW reaches more farmers, with their pockets lined 
with money, than any other broadcasting station, 


because WLW is 


THE NATION'S STATION 
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KNAPP PICTURED 
AS ‘BACKSTAGE’ 
CROWELL LEADER 


New York, July 28.—The little 
known but dominant part in the 
Crowell Publishing Company played 
by 73-year-old Joseph Palmer Knapp, 
who holds no executive title in the 
company and whose office is not even 
in the same building, is disclosed in 
a story about the company in the 
current issue of Fortune. 

Mr. Knapp’s Publication Corpora- 
tion, with offices nine min- 
utes from Crowell’s Park avenue ad- 
dress, is the medium through 
which he controls 26 per cent of 
Crowell stock, apart from any which 
may stand in his own name and his 
family’s. Holding no office in Cro- 
well, Mr. Knapp, nevertheless, is pic- 


tured as dominating the board of 
directors and the executive and 
finance committees. In addition to 


this, his Publication Corporation, the 
article reports, is a medium for hold- 
ing all of the assets of Alco Gravure, 
Inc., which prints nearly half of the 
58 newspaper rotogravure sections 
in the United States, and all the 
stock of United Newspapers Magazine 
Corporation, controlling This Week. 

Mr. Knapp’s first job was that of 
a salesman for his father’s litho- 
graphie press. Successful in this, he 
finally bought out his father’s inter- 
est, absorbed a dozen competitors and 
organized a new company, American 
Lithographic, which he owned until 
1929. In 1904 he was responsible for 
the debut of Associated Sunday Mag- 
azine, a weekly supplement sold to 
newspapers in key cities which 
achieved a circulation of better than 
a million and a half before war time 
paper prices forced out participating 
newspapers. 


Buys Crowell Property 


His association with Crowell Com- 
pany began in 1906. At that time 
the company consisted of Farm € 


Fireside, Woman's Home Companion 
and a printing plant in Springfield. 
O. Mr. Knapp purchased the prop- 
erty from John S. Crowell for ap- 
proximately $750,000. American Mag- 
azine was purchased in 1906 and July, 
1919, marked the acquisition of 
Collier’s Weekly. 

The article related how it took 10 
years and 15 million dollars to put 
the latter magazine on its feet, and 
how Mr. Knapp overcame heavy ob- 
stacles in this success. 


“Free Ride” Offered 


During these early years under his 
guiding hand, circulation fell below 
the million mark and advertising 
revenue dropped 80 per cent. Com- 
petition of other publications added 
to these difficulties and, at one point, 
the stockholders were ready to call 
it quits. 

To meet this emergency, Mr. Knapp 
staged a dinner at which these stock- 
holders were guests. He displayed 
a chart showing that Collier’s was 
on the upgrade and that it would cost 
only three million more to make it 
self-supporting. 

With the stockholders still dubious, 
Mr. Knapp offered a plan whereby he 
would run the magazine at no ex- 
pense to them in exchange for their 
stock. This was persuasive enough 
to make them vote to continue the 
magazine. Two years later, Collier's 
was in the black. 

Mr. Knapp now divides his time 
among five locales, his office, his New 
York apartment, a camp in Canada, 
his house in the Catskills and his 
lodge at Mackay Island, N. C. 

As an indication of his background 
position, in spite of being the helms- 
man of a publishing company, the 
article reports that of the scant 
newspaper publicity Mr. Knapp has 
received, most of it has come because 
of his interest in two pet projects: 
More Game Birds in America, Inc., 
and Ducks Unlimited, Inc. 


Jackson to Pollyea 


Pollyea Associates, St. Louis, has 
been appointed by Jackson Brewing 
Company, New Orleans, to handle a 
campaign for Jax beer in Arkansas, 
Louisiana, Mississippi and Texas 
newspapers. 


= 


JELL-0 


teen million, and 


of 1,750,000 is in 
cifically. 


and many others 


SiR her QeRay H*avoan 


NEW YORK CHICAGO 


mostly ALL-NEW 


“HITS "EM WHERE THEY AIN'T” 
BEEN HITTING THEM. . . 


IN THIS BIG NEW MARKET 


With a national magazine circulation of seven- 


rafio besides, Jell-o still 


wasn’t hitting ’em hard enough in Small Town 
America specifically. 


National magazines and radio barely bunt into 
Small Town America specifically. On the other 
mitt, the whole Household Magazine circulation 


Small Town America spe- 


Which explains why Jell-o, Young & Rubicam, 


are using Household for 
MARKET. 


IS YOUR LIST 
AS GOOD AS YOUR 
DISTRIBUTION? 


HOUSEHOLD 


MAGAZI % E Arthur Capper, Publisher, Topeka, Kansas 


DETROIT SAN FRANCISCO 


Getting Personal 


Don Davis, president, WHB, Kansas City, is vacationing with his 
family at Breezy Point, Mich. . . Julius C. Staier, v.p., Ohio Match Sales 
Company, and sales manager, Eastern division, sailed recently on the 
Bremen for a nice long trip through Europe. .. Aubrey, Moore & Wal- 
lace’s president, James T. Aubrey, sailed on the Rex for the same 
purpose. . 

E. T. Meredith (Meredith Publishing Company) was host at a dinner 
July 20 on the roof of the St. Regis. . . Guests included Mr. and Mrs. 
Thayer Jaccaci (JWT v.p.) and Mr. and Mrs. Richard (Compton Adv.) 
Compton. . 

Donald Flamm, president of WMCA and the Inter-City network, has 
returned from his five-weeks European trip. . Harold Gorham, b.m., 
Electricity On The Farm, and Mrs. Gorham are at Flat Rock, N. C. . 

Mr. and Mrs. Domenico Mortellito, who are visiting her parents, 
the Louis Waseys, at Montauk, gave a tea July 24 at East Hampton to 
open a preview of their paintings and sculptures. Mrs. Mortellito (Jane 
Wasey) does small animal figures in wood, stone and plaster. . 

Clue for all those who’ve been asking for the past two weeks, 
Where is Harvey Conover?—The Larchmont boat races are in full 


swing. American Home’s Henry L. Hornberger left Aug. 1 
INTERNATIONAL CONVENTION PROVES ITS LURE 


Concentration marks this quartet snapped by the candid cameraman during a 

circulation session at the Paris World Advertising Congress. They are Charles 

Maillard, French delegation head; George Slocum, Automotive Daily News and 

AFA president, Mrs. Slocum and Mrs. Gilbert T. Hodges, wife of the New York 
Sun executive who headed the American delegation. 


for Wedgeport, Nova Scotia, and promises to bring back pictures, at 
least, of record-breaking tuna. Maury Gaffney, CBS, is out after 
tuna this week-end. Says anything under 400 pounds will be thrown 
back. . 

Scribner’s August issue carries on its cover a color photograph of 
Paul Newman, v.p. and art director, Erwin, Wasey & Co. The photo 
was done by Henry Waxman, whose debut in color photography was 
suggested by Mr. Newman. Scribner’s says in explanation, “He (New- 
man) and his fellows in advertising are constantly influencing our habits 
and fortunes. . . Whether we are readers, writers, or editors, not one 
of us escapes these advertising men. They are more deeply entrenched 
in our society than the political pamphleteers were in that of Jeffer- 
son. They are more important than the press agent we hear so 
much about. . .” 

Tobias Wagner, of Philadelphia, and Eleanor Diana Vassall Lee- 
Warner, socially prominent in London and Boston, have announced 
their intention to wed Oct. 9. Mr. Wagner is with N. W. Ayer & Son 
in Philadelphia, and published a first novel, “The Turbulent Pendrayles,” 
last April. . 

Jamaica Hospital is the temporary home of Frank Dannhauser, 
b.m., Bus Transportation and Transit Journal. While on vacation he 
took an ill-advised dive into water which turned out to be shallow. 
He fractured two vertebrae and badly injured his left arm. 

CCA’s Frank Avery is spending his two weeks at East Brewster, 
Cape Cod. . . Arthur Doornbos, Atherton & Currier, has been named 
chairman of the house committee of the New York Advertising Club. . 

Budd Malloy, publicity director for N. W. Ayer & Son, Chicago, 
skippered the good sailor, Intrepid, July 24, in the big race from Chi- 
cago to Mackinac Island. Steve Trumbull, formerly of Columbia Broad- 
casting System and Lord & Thom- 
as, and now a Florida lime grow- 
er, Was a member of the crew. 
The Intrepid won the 1936 event, 
331 miles as the crow flies and 
about 700 with only the wind as 
power. . 

Walter Wright Wiley, a.e. at 
Albert Frank-Guenther Law, Inc., 
likes to point out that twins com- 
posed of a boy and a girl occur 
only once in 10,000 births. Dea 
Anne and W. W. W., Jr., are seven 
months old. . : og 

Frank V. Birch, partner and ~ 
v.p., Klau-Van Pietersom-Dunlap 
Associates, Milwaukee, took on 
additional duties last week when 
he became president_of Lions In- 
ternational. . . Thieves got nearly 
$5,000 in jewelry when they looted 
the home of William B. Ruth- 
rauff, R & R v.p. and treasurer, 
at Middletown, N. J... 

Gilbert T. Hodges, New York Sun, was made a knight of the Legion 
of Honor by the French government July 20 in recognition of his serv- 
ices as chief of the American delegation to the world advertising con- 
vention in Paris during the first week in July. . . 

Charles J. “Chuck” Lanphier, manager of WEMP, Milwaukee, used 
up a box of his best cigars July 24 to announce the arrival of “Mike” 
Lanphier. The “Mike” has no connection with radio, he said. . 

Among winners of various tournaments of the Engineering Ad- 
vertisers Association and Chicago Advertising Managers Club at the 
annual outing July 23 at Rolling Greens Country Club were W. F. O’Dell, 
Penton Publishing Company, blind bogey; E. W. Hadland, Masonite 
Corporation, low net; Ray Dean, McGraw-Hill Publishing Company, low 
gross; Harry Ehman, The Heinn Company, bridge; Charles E. Hassler, 
Victor Adding Machine Company, swimming, and M. E. Maggart, Mag- 
gart Corporation, door prize. . 


DOUBLE EXPOSURE 


Walter Wright Wiley, Albert Frank- 
Guenther Law account executive, seems 
twice as proud as the ordinary father 
for this double reason: his 7-months-old 
twins, Dea Anne (left), and Walter, Jr. 


ee 
———— 


Conscience of 


Radio Audience 
Is Sales Factor 


New York, July 27.—Radio listen- 
ers have a conscience which impels 
them to feel obligated both to the 
broadcast sponsor and the station fo: 
entertainment value received, it was 
revealed here last week in a letter 
writing contest conducted by WQXR 
asking listeners to tell why they do 
or do not patronize radio advertisers. 

All listeners who submitted entries, 
but one, chose the affirmative subject 
for their contribution. The winner 
asserted he patronized advertisers 
because “I find that the products and 
services mentioned were, whenever 
tried, entirely satisfactory.” 

“I feel I must, in some way, show 
my sincere appreciation for the un- 
usually good musical programs of- 
fered,” he went on to say, “and I 
know that the way to show my grati- 
tude is at least to try some of the 
products and services mentioned. By 
so doing, I know that both WQXR 
and the sponsor will benefit, thus in- 
suring further enjoyment of these 
programs. Perhaps this may be a 
rather selfish motive for purchasing 
these products, but after all the spon- 
sor wants ‘purchasers, WQXR wants 
sponsors and listeners, and lastly, the 
radio audience wants good programs 
and also appreciates dependable ad- 
vertisers.” 


Tells Why Not 


The solitary letter received telling 
why the listener does not patronize 
the station’s advertisers, claimed 
that “American people are wise to 
the fact that when they buy highly 
advertised merchandise they pay not 
only for the merchandise, but also 
for the advertising.” 

John V. L. Horgan, head of the 
station, declared that the prize win- 
ner had analyzed accurately the 
inter-relationship between broadcast- 
ing station, sponsor and listeners. 
“If the three groups will all do their 
bits in this co-operative endeavor,” 
he said, “there is no reason why we 
should not together continue to build 
a bigger and better radio service.” 


Perlman to Handle 


Estey Promotion 

Estey Organ Corporation, Brattle- 
boro, Vt., has appointed Louis Perl- 
man, Chicago, to handle promotion 


and publicity for its new miniature 
organ, 

The account is handled by Callo- 
way Associates, Boston agency. 


Revlon Doubles Budget 

Revlon Nail Polish has, doubled its 
appropriation over 1936 and is run- 
ning in Woman’s Home Companion, 
Vogue, Harper’s Bazaar, Esquire and 
Photoplay. H. B. Le Quatte, Inc., 
New York, is advertising counsel. 


Bermingham Changes 

Rutledge Bermingham, formerly ad- 
vertising manager, Scribner’s Maga- 
zine, has become vice-president of 
the Huarley-Ajax Press, Inc., New 
York. 


FACTS FOR 
SPACE BUYERS 


9.2 YEARS 


Extra 
Sales! 


Ask for the FACTS 


SCREENLAND 
UNIT 


45 West 45th St.. New York City 
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LOSES LEWIS, 
SALES OFFICIAL 


Chicago, July 28—H. A. Lewis, 
who as assistant general manager of 
sales and a member of the advertis- 
ing committee, played an important 
part in shaping advertising and sales 
policies of Standard Oil Company of 
Indiana, died Sunday at Passavant 
Hospital after a brief illness. Fun- 
eral services were held in Kansas 
City today. 

Mr. Lewis was 53 years old. He 
joined Standard Oil of Indiana in 
1903 as a stenographer in the Kansas 
City office, became assistant manager 
of that office and in 1921 was made 
manager of the Chicago division. 
Shortly thereafter, he was promoted 
to the headquarters staff, where he 
continued his advance to become as- 
sistant general manager of sales. 

In this post, sales promotion be- 
came his particular responsibility. 
He was especially active in bringing 
the viewpoint of the sales department 
to the advertising division, while 
creating sales promotion which made 
the field organization more respon- 
sive to and more co-operative with 
the story being told in advertising. 
His widow and a son survive. 


C. A. BOSTWICK DEAD 

New York, July 27.—Charles A. 
Bostwick, head of the New York ad- 
vertising agency of that name, died 
suddenly Sunday at his home here. 
Mr. Bostwick, who was 57 years old, 
began his advertising career with the 
Louis Benjamin agency in Syracuse. 
In 1920, he formed his own organ- 
ization, C. A. Bostwick, Inc., in Syra- 
cuse, and last December moved its 
headquarters to New York. 


J. P. BLACKETT TAKEN 


Stamford, Conn., July 26.—Joseph 
P. Blackett, veteran of the advertis- 
ing department of the Stamford Ad- 
vocate, died suddenly Friday. Mr. 
Blackett, who was 66 years old, 
joined the evening paper 50 years 
ago and was in the display depart- 
ment since 1895. 


Corset Drive Planned 


American Lady Corset Company, 
through Grey Advertising Agency, 
New York, will inaugurate a fall 
drive consisting of three individual- 
ized promotional campaigns built 
around a schedule of six newspaper 
advertisements, to appear in 65 Sun- 
day and daily newspapers throughout 
the country. 


Exhibits Forbes Items 


The Roger Smith Gallery, New 
York, is currently presenting an ex- 
hibit of unusual advertising items 
produced by the Forbes Lithograph 
Company, New York, which is this 
year celebrating its 75th anniversary. 


WHAS 


.»- by actual mail count 
COVERS ALL OF KENTUCKY 
90 of Indiana's +92 counties 
90 of Tennessee's 95 counties 
75 of Ohio’s 88 counties 
65 ofillinois’ 102 counties 


| * 
+820 KILOCYCLES 
_-:- 50,000 WATTS 


Represented Nationally by 


| EDWARD PETRY & CO. 


| 


William Fagan, formerly with Co- 
lumbia Broadcasting System, sales 
department, New York, has joined 
Benton & Bowles as business co- 
ordinator. 

Fred J. Hamm, former partner in 
Moore & Hamm agency, also has 
joined Benton & Bowles to assist on 
the Colgate - Palmolive - Peet account, 
and Lester S. Dame and Adolph J. 
Toigo have been added to the re- 
search department to work with Dr. 
Lyman Chalkley. 


Joins Post Agency 
Winifred M. Brennan, formerly of 
Arts & Decoration, has joined the 
W. L. Post Agency, New York, as ac- 
count executive. 


| 


Oct. 10-13—Mail Advertising Serv- 
ice Association annual convention, 
Hotel Cleveland, Cleveland. 

Oct. 13-15—Direct Mail 
ing Association annual 
Hotel Statler, Cleveland. 

Oct. 19-20—Inland Daily Press As- 


Conventions 


Sept. 11-19—-National Printing and 
Allied Trades Exposition, Coliseum, 


Advertis- 
convention, 


Chicago, sociation fall convention, Sherman 
Sept. 13-16—Annual convention,| Hotel, Chicago. 
Financial Advertisers Association, Oct. 21-22—Pacific Coast Meeting, 


American Association of Advertising 
Agencies, Hotel Del Monte, Del 
Monte, Calif. 

Oct. 25-28—Advertising & Sales 
Club of Toronto, Ine., annual exhibi- 
tion, Royal York Hotel, Toronto. 

Oct. 25-28——Outdoor Advertising 
Association of America annual con 
vention, Hotel Jefferson, St. Louis. 


Syracuse, N. Y. 

Sept. 21-23—-Life Advertisers Asso- 
ciation annual convention, Old Point 
Comfort, Va. 

Sept. 22-24—National Industrial 
Advertisers Association annual con- 
vention, Edgewater Beach Hotel, 
Chicago. 

Oct. 4-7—Mutual Insurance Adver- 


N. J., has been purchased by Mrs. 
J. H. Zerbey, Jr., John T. Donaghue 
and Joseph Zerbey, III, from B. G. 
Dunlop, advertising manager of the 
Evening Republican, Pottsville, Pa. 


Streich ihe New Post 


Philip A. Streich has resigned as 


sales promotion manager, Menasha 
Products Company, Menasha, Wis., 
to join McGraw-Hill Publishing 


Company, Inc., New York 


Model School Appoints 
Marcella Johnson has appointed 
Kimball, Hubbard & Powel, Inc.. 
New York. to direct advertising for 
her Sehool for Fashion Modeling. 
New York. 


definite products. 


The Criterion idea is to break up national market- 
ing into naborhood retail shopping centers and adver- 
tise in those centers where you can sell. It makes 
sense to call your shots in advertising. 

Send for ‘Market Coverage by Naborhoods.” It explains a lot. 


Criterion displays can be used to drive men or 


women on a certain street into definite stores to buy . xevion Sep, . 


SELECTIVE POM 
IN NABORHOODS 


“Cx 


BR] ADVERTISING 
PPING CENTERS 


CRITERION ADVERTISING CO., INC. 
GRAYBAR BUILDING - 


NEW YORK 


‘*makes all other forms of advertising and selling more productive”’ 
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ADVERTISING AGE 


August 2, 1937 


LINEAGE 9.67% 
AHEAD OF 1936 
IN 79 MARKETS 


Chicago, July 30.—For the first 
30 weeks of this year, ended July 24, 
retail display advertising lineage is 
5.6 per cent ahead of the correspond. 
ing period last year, according to 
the ApvertTisinc Acre Index of Retail 
Activity. 

Jacksonville, Fla., 
the Index for the first time this 
week, increases the total number of 
important cities measured to 79. 
Tnese 79 cities show a total of 582,- 
595,400 lines of retail display adver- 
tising for the reported period, 
against 551,771,010 lines for the com- 
parable period of 1936, a gain of 
30,824,390 lines. 

During the seven-day period ended 


appearing in 


PUBLISHER 
WANTED 


... to interview rep- 
resentative. Five 
years with large na- 
tional magazine. A 
man with agency 
sales promotion, 
sales research, and 
merchandising back- 
ground. Age 34. Well 
recommended by 
former associates. 
Box 1186, Advertis- 
ing Age. 


San Antonio Expre 
reflects reader confidence and 
gained and hold a commanding position in 
of their popularity in the homes 
is in better econom 


coveraq? 


For the first six months of 1937 these two r 


national and classifiec advertising 


, and San Antonio ever 


among tt 
ondition than for several years pa 


July 24, newspapers in the measured 
cities carried 15,385,388 lines against 
14,898,195 lines in the corresponding 
week of 1936, a gain of 487,193 lines 
or 3.3 per cent. A local strike affect- 
ing 10 retail stores in Tacoma is re- 
sponsible for the sharp decrease in 
that city for the week of July 24. 

Following is a table showing per- 
centage of gain or loss over 1936 for 
each week in 1937. 


January 2 - 5.8 
January 9 , + 8.5 
January 16 ..... ; ‘a -- + 4.0 
January + 4.2 
January 30 + 5.8 
46. 3 SA Serer eaeeeerire + 8.5 
February 13 + 6.9 
Pee DO igi vosciecene eave + 16.6 
WOOPUnry BT nn cc ccccnvonenvass + 8.3 
March 6 +11.5 
rte: Se. cseenanaeteseeéauves we +12.0 
PE ic cganewenrewenenabee's +12.9 
eee ee + 7.9 
EO Soc args tb) bee ea eo eek — 7.3 
‘8 YP eer ee + 0.9 
Er i456 bleh ca banned ae bes +11.5 
Pi De cinri~s cewenedenrae aks + 8.2 
ES Ae ee eee ee + 0.6 
BS Se eer eee + 8.9 
TE hors tae ha aca kab bo bial Ree + 4.7 
AS ec re ee + 3.9 
Se Se vena 26.000 Coen eee . +19.2 
a eee ee Toe rer ye ee — 6.1 
Pe 2 aac ee eee Se CREDORTEADES + 6.0 
0 ee OCLC ePCTTTE Te Teer CTT — 1.2 
PK 22s eccddeesy hoe wkes cade + 1.2 
Es oss gig hae bie a Ka bieS + 18.7 
Se paced dander negedons dear — 7.1 
Ee 26 sre enveccbice eos cuwes +15.9 
OME) dia kad ihe weet a aah te ke eae + 3.3 


Convention Dates 


The American Association of Ad- 
vertising Agencies will hold its 21st 
annual meeting April 28-30, 1938. 

Scene of the convention will be 
The Homestead, Hot Springs, Va. 


S. A. Brown Elected 


Stanley A. Brown, chairman of the 
board of Brown & Tarcher, Inc., New 
York agency, has been elected a mem- 
ber of the board of directors of 
Aeolian Company, piano manufac- 
turer, 


Freiburg to Agency 


John David Freiburg, 
with the B. F. Goodrich Company, 
Birmingham, Ala., has joined Gus- 
sow, Kahn Agency, New York, as an 


formerly 


account executive in the industrial 
division. 
ng News continue to gain lineage—which 


The Express and The Evening News have 


he South and West Texas market because 


e custorrer-families, of this region—which 


+ 


wspapers show notable gains in local, 


6,877,152 


lines of paid advertising—first 6 months of 1937. 


342,081 


lings more than for first six months of 1936. 


3,443,391 lines of local advertising— 
159,992 lines ga.ned. 


1,327,785 lines of national advertising— 
60,235 ines gained. 
2,105,976 lines of class'fied advertising— 


The Sunday Express gained 


Oo 


we 


12] 854 lines gained. 


ling > Sa Ueertising 
Yelling More husines fet lidveriisors 


for the first six months of 1937 


935 and 1936. 
are 


“Se 


San Antonio Express 
SAN ANTONIO EVENING NEWS 


Texas’ Foremost Newspapers 


—— 


Index of Retail Activity in 79 Important 


Markets 


Based on total retail advertising volume in all newspapers in each city. 


(Copyright, 1937, by Advertising Publications, Inc.) 


tDaily Ledger discontinued June 238, 


Hayden and Dessau 
Join “Look” Staff 


joined the New York sales staff of 
Look, Des Moines, Ia. 

Mr. Hayden was Detroit manager 
for Cosmopolitan, while Mr. Dessau 
covered Philadelphia and the South 
for Cosmopolitan. 


Issues New Card 
The Family Circle, New York, has 
issued new rate card No. 7, to take 
effect with the issue of Jan. 7, 1938 
National rates remain the same, the 
increase affecting only the Western 
edition. 


Samuel G. Krivit Company, Ine. 
New York, has been appointed adver- 
tising agency for the Endicott John 
son Corporation, Endicott, N. 
St. Louis, Mo., and New York. 


Buno in City Post 
Vincent A. Buno, business manager 
of the Pensacola News and Journal, 


became city manager Aug. 1. 


Harry Hayden and Al Dessau have | 


| 


| 


1937. 


§Strikes affected 10 retail stores during week. 
*New York American discontinued June 24, 1937. 
**Brooklyn Times-Union discontinued June 8, 


1937. 


*Journal and Sunday American discontinued June &, 1937. _ 


ATLAS 
-JUMBOSTATS 


“ Gain % Gain 
30-Week 30-Week 30-Week or Loss or Loss 
Period Period Period 1937 1937 Week Week % gain 
Ended Ended Ended over over Ended Ended or 
City July 27, 1935 July 25,1936 July 24,1937 1935 1936 July 25,1936 July 24,1937 Los 

REPO Ce iv ndrtenscnn 8,824,805 9,133,829 9,728,298 +10.2 +6.5 266,140 269,087 +1.1 
CSS. Sere 3,481,793 3,662,533 4,011,847 +15.2 +9.5 109,942 124,761 +13.5 
ce ae eee 7,720,049 8,042,902 8,568,956 +11.0 + 6.5 63,098 69,272 +9.8 
Baltimore, Ma. ...csecre 11,685,199 12,312,152 13,167,663 +12.7 + 6.9 304,520 317,278 +4.2 
Birmingham, Ala. ..... 5,813,164 6,584,648 7,232,498 + 24.4 +9.8 184,296 185,696 +0.8 
i ew ee 11,226,561 11,269,577 11,372,064 +1.3 + 0.9 244,836 226,907 —7.3 
Bridgeport, Conn. ..... 4,805,592 4,993,600 5,460,152 + 13.6 +9.3 175,728 171,556 —2.4 
at i Pee 9,353,652 9,263,474 10,453,790 +11.8 +12.8 242,522 230,202 —B5.1 
eS eS ere reer 2,285,494 2,291,302 2,294,756 +0.4 +0.2 63,035 67,445 7.0 
Cedar Rapids, Ia. ...... 2,678,424 2,834,804 2,981,328 +11.3 +65.2 83,356 77,028 —7.6 
Chattanooga, Tenn. .... 4,194,712 3,889,193 3,680,377 —12.8 —5.4 108,699 107,406 —1.2 
ce eee 15,766,383 17,098,474 18,008,812 +14.2 + 5.3 415,159 417,685 +0.6 
Cimeieneatl, OF. scicvicvss 9,229,864 9,559,640 10,082,144 +9.2 + 5.5 223,470 235,098 +5.2 
oo Ee , re 10,337,407 11,193,534 12,211,468 +18.1 +9.1 310,432 337,210 + 8.6 
PO ae fp tcheed. SIRES oo ates » wawerass aaa Sede 232,533 243,356 + 4.7 
SE, BOs ees eevanaas 10,689,772 11,570,369 12,153,320 +13.7 + 5.0 335,888 324,334 —3.4 
ra 4h seiksceseends 8,128,512 7,648,498 8,945,198 + 10.0 +16.9 188,930 238,546 + 26.3 
Pemwer, COM, ss cscevoee 5,799,400 5,834,083 5,866,015 +1.1 + 0.5 163,995 170,575 + 4.0 
em Deeemen, TR. és00s cue 3,613,718 3,649,988 3,725,422 +3.1 +2.1 99,978 94,901 —5.1 
Betreit, BEIGR. «0.062% 11,825,606 12,147,581 12,876,044 +8.9 + 6.0 225,706 312,424 +38.4 
SR, Se a6 eae ee phd wees 4,029,550 4,040,822 5,215,098 + 29.4 + 29.1 105,896 159,074 +650.2 
Evansville, Ind. ...... .. 6,792,982 7,464,450 7,162,568 +5.4 —4.1 201,404 217,882 +8.2 
Fall River, Mass. ...... 1,853,194 1,988,805 2,049,032 +10.6 + 3.0 54,989 56,102 + 2.0 
OSes 4,767,518 5,100,998 5,274,654 +10.6 +3.4 139,188 159,838 +14.8 
Fort Wayne, Ind. ...... 5,953,773 6,497,371 6,790,616 +14.1 +4.5 161,420 155,988 —3.4 
Sie PRM occ we gos oa aie 3,008,674 3,483,823 4,309,684 + 43.2 + 23.7 124,643 138,445 +11.1 
Grand Rapids, Mich. ... 5,137,670 5,200,622 6,150,518 +19.7 +18.3 116,844 133,420 +14.2 
Coreanwie, B. Gy oseccae 3,476,256 3,294,797 3,850,692 +10.8 +16.9 98,23: 103,642 +5.5 
eS ee 7,343,238 8,212,863 9,298,93 + 26.6 +13.2 259,808 244,230 —6.0 
Indianapolis, Ind ...... 9,410,874 9,903,092 10,668,201 +13.4 +7.7 282,570 267,932 —5.2 
CeCe WE btecs Sideekes 8 8=©6 6S 0UC™C~C«~*;:*C RR Faas re 140,448 135,996 —3.2 
Jersey City, N. J. ..ccs< 1,280,341 1,412,148 1,408,999 +10.0 —0.2 32,095 36,401 +13.4 
Kansas City, Kans. .... 1,231,958 1,370,929 1,528,05! + 24.0 +11.5 40,565 44,471 +9.6 
Bnoxvilie, Téenh....... 0 5,006,355 5,505,290 5,754,912 +14.9 + 4.5 143,640 152,404 + 6.1 
Little Rock, Ark. ...... ,367,096 5,332,717 5,446,336 +1.5 2.1 159,698 142,506 —10.8 
Los Angeles, Calif. c<¢ “seca ake 13,702,656 14,612,676 — + 6.6 407,697 430,391 + 5.6 
La, PO, «hve senses 5,916,120 5,889,786 5,750,192 —2.8 —2.4 157,752 160,622 +1.8 
Manchester, N. H. ..... 2,028,719 1,981,647 2,073,228 +2.2 + 4.6 63,052 73,854 +17.1 
Memphis, Tenn. ....... 6,301,652 6,292,990 6,855,872 +8.8 +8.9 164,108 179,354 +9.3 
Milwaukee, Wis. ...... 7,375,108 8,297,425 10,020,283 + 35.9 + 20.8 206,579 217,562 +5.3 
Minneapolis, Minn... ... 7,988,693 8,603,324 8,535,873 +63 —08 181,079 170,090 —6.1 
Moline-Rock Island 4,360,710 4,821,342 5,258,221 + 20.6 +9.1 125,356 153,020 + 22.1 
Nashville, Tenn. ...... 4,634,176 4,403,370 4,586,350 —1.0 + 4.2 137,760 159,614 +15.9 
New Bedford, Mass. .... 1,807,165 1,910,034 1,967,084 +8.8 2.9 54,208 62,300 +14.9 
Ow SeeVOR, CORE. 68s cavasawes 5,232,584 5,487,530 per + 4.9 148,470 145,950 —1.7 
NOW Orieans, EG. . 1.20% 10,502,028 11,015,430 11,497,976 +11.6 + 4.4 295,545 285,833 —3.3 
"New Tore. B, B. secs 32,008,672 36,003,781 37,914,697 +18.5 +5.3 808,534 870,820 +7.7 
**Brooklyn, N. Y. ...... 4,021,650 3,913,269 3,935,070 —2.2 + 0.6 99,072 76,433 —22.9 
POOPEOUE, VM. necaccesece 5,383,364 5,542,698 5,512,458 +2.4 —0.6 193,200 170,926 —11.5 
COBRIANG, CANE. occ ccces 4,157,601 4,304,493 4,416,159 +6.2 + 2.6 128,481 121,928 —5.1 
Oklahoma City, Okla... 5,856,669 6,331,133 6,850,160 +16.9 +8.2 167,202 208,152 + 24.5 
gy Sa Sree 6,269,491 6,230,349 6,707,341 +6.9 + 7.7 141,645 163,922 + 15.7 
Philadelphia, Pa. ...... 15,790,476 16,197,796 17,380,461 +10.1 + 7.3 395,937 421,609 + 6.5 
POON, APIB, 66 isk vse 4,196,059 4,270,084 4,184,264 —0.3 —2.0 111,006 154,154 +38.9 
Pittsburegh, Pa. ...-.-0-» 13,435,772 13,033,008 14,577,886 +8.5 +11.9 320,418 349,706 +9.1 
Portiand, Orem... . cscs 5,923,732 6,646,710 7,132,626 + 20.4 + 7.3 209,090 220,304 +5.4 
Providence, R.I....... 7,¢68,796 7,750,837 8,069,328 3.9 + 4.1 176,041 209,362 +18.9 
eS os Sere aera 5,597,466 5,276,264 6,168,658 +10.2 +16.9 162,750 174,916 +7.5 
Richmond, VA. ....csis 6,642,524 7,357,546 7,468,818 +12.4 +1.5 218,190 211,162 —3.2 
TRroecnester, NW. F. «2.0%. 10,132,241 10,336,165 10,459,840 +3.2 +1.2 269,688 218,263 —19.1 
Sacramento, Calif. .... 4,567,139 4,979,327 4,981,837 +91 $0.1 140,220 135,996  —3.0 
San Antonio, Tex. ...... 3,188,990 3,793,279 3,819,759 +19.8 +0.7 131,396 107,254 —18.4 
San Diego, Calif. ...... 7,528,866 7,858,620 8,326,452 + 13.6 + 5.9 233,716 265,958 +13.8 
San Francisco, Calif.... 8,044,917 8,843,945 9,043,629 +12.4 +2.3 233,406 216,171 —7.4 
Bemttio, Wan, «scscices 5,546,446 5,772,014 5,894,676 + 6.3 + 2.1 164,976 193,690 +17.4 
South Bend, Ind. ...... 4,734,660 4,969,000 5,455,636 $15.2 +9.8 134,537 131,151 —2.5 
Spokane, Wash. ....... 3,693,181 4,090,020 4,464,488 +20.9 +9.2 108,241 127,596 +17.9 
et. EUS, DEO: 564.5 occ ees 9,917,980 10,358,650 11,135,190 +12.3 + 7.5 288,310 302,750 +5.0 
me. SE, Pee. cece sees 6,772,500 7,374,955 6,938,958 + 2.5 mer tr 149,076 144,428 nt. 
gy on. Sa i Seer 6,410,481 6,602,175 6,776,730 +5.7 + 2.6 154,658 151,340 —2.2 
tTacoma, Wash. ...... 2,869,029 3,522,319 3,660,383 + 27.6 + 3.9 114,996 $6,929 —93.9 
Te ON. 6.5 6 wd e's 05 3,676,036 3,404,542 3,629,840 —1.5 + 6.6 83,748 90,818 +8.4 
MRL bok ein aa lk ds: bia 4 RTT»  canaateme | ae nike 192,227 216,510 +12.6 
Toronto, Ont., Can..... 11,999,922 11,508,858 11,528,899 —3.9 +0.2 254,555 241,397 —5.2 
MON. Wen Be. so5s504506% 2,553,292 2,164,246 2,419,298 —5.3 +11.8 54,586 60,018 +9.9 
cy) co 3 re 5,042,716 5,769,167 5,592,322 +10.9 —3.1 170,618 168,308 —1l1.4 
Washington, D.C. ..... 18,874,130 21,239,807 21,569,974 +14.3 +1.6 535,955 534,712 —0.2 
Worcester, Mass. ...... 6,615,057 6,778,235 6,992,009 + 5.7 +3.2 165,851 181,804 +9. 
Youngstown, O. ....... 5,102,805 5,608,232 5,213,815 +2.2 —7.0 141,558 129,213 —8.7 
TOUR) 6ickiccniv cece Onmeeese 551,771,010 582,595,400 +11.9 + 5.6 14,898,195 15,385,388 +3.3 


Tell your story BIG—with ATLAS JUMBOSTATS, clean, clear-cut photo- 


stats as large as 40x!00 inches. 


Ad Managers and Art Directors use 


them for presentations of all kinds—for store displays, too. Artists find 


FRANKLIN 341° 


there's nothing better to enlarge photographs, 
sketches and objects for purposes of coloring, 
sketching or tracing on canvas. Remember, when 


it's BIG ‘stats you want, call ATLAS for JUMBO- 
STATS. 


~ ONLY ATLAS MAKES JUMBOSTATS 


ATLAS PHOTO COPY CO., General Offices, 225 No. Michigan Ave. 


4 Chicago Locations 


e All Phones FRAnklin 3470 
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BULGING RURAL 
PURSE IS LURE 
TO ADVERTISERS 


(Continued from Page 8) 


tant markets in rural areas was 
voiced by H. W. Roden, vice-presi- 
dent, Johnson & Johnson, surgical 
product makers of New Brunswick, 
N. J. 

“We do find that in this year 
the percentage of increase in sales 
from rural and small town areas is 
running slightly ahead of the per- 
centage of increase from urban mar- 
kets. We have long recognized the 
rural and small town areas as being 
an important part of our market,” 
Mr. Roden declared. He added that 
the prospects for this sales increase 
in rural areas to continue were ex- 
cellent. 


Radios Get Promotion 


Interest exhibited by farmers in 
electrification of the farm home, as 
well as their desire for “luxury” 
products, deferred through depres- 
sion years, is held responsible for 
the rise in sales of radios and other 
electrical devices. 

RCA Manufacturing Company, 
Camden, began in June a series of 
monthly insertions in 23 farm pa- 
pers. This campaign, which will run 
to the end of the year, features both 
battery sets and electrical models. 
Heavy gains in sales, it was re- 
ported, have already been registered 
through this drive, the largest of 
its kind attempted by the company 
in the last eight years. 

Edgar G. Herrmann, advertising 
ration, Chicago, commenting on the 
farm market picture, said that as a 
result of the increased buying power 
of the farmer, he is not hesitating to 
invest his money in household appli- 
ances and other devices for which 
he has need. 

“Orders taken for farm radios at 
our distributors’ convention in May 
show that we can well expect to dou- 
ble our radio business with the farm- 
ers this year.” 

Zenith is planning a broadcasting 
program, he added, with special at- 
tention to stations which will reach 
the rural market. He also com- 
mented upon the fact that the farmer 
is now as style conscious as the ur- 
ban buyer, and that for this reason 
the company includes in its farm 
lines identical cabinets, dials and 
gadgets used in the AC or city line. 


Advertising Is Heavier 


General Household Utilities Com- 
pany, Chicago, manufacturer of 
Grunow radios, is also devoting at- 
tention to the rural market this sea- 
son. 

“Our copy running in six farm pub- 
lications features two sets which can 
be converted from six to 110 volts 
in case the farmer has electricity in- 


IS A “MUST” IN 1937! 
* 


Plan your 1937 displays so that 
10° to 25% of the quantity may 
be equipped with motion, or mo- 
tion-plus-light, for “high spot” 
locations, Class A dealers, or to 
put over a quantity deal. 

For striking new ideas and amaz- 
ingly simple 
‘and inexpen- 
sive) new mech- 
anisms—consult 


EINSON- 
FREEMAN CO., INC, 


Creativ 
if Lithoxeaphy 
ey: 


\ 


Starr and Borden Avenues 


stalled in his home,” Tod Reed, ad- 
vertising manager, said. “We are us- 
ing substantially more copy than we 
did in 1936.” 

Frank Morrison, in charge of sales 
in the Midwest territory for Hurley 
Machine Company, manufacturer of 
Thor washing machines, reported 
that this organization had directed 
its rural selling efforts toward areas 
which had benefited by rural elec- 
trification projects. ‘“‘We have not as 
yet used any space in farm papers,” 
Mr. Morrison said, “but our plans 
for 1938 are not yet complete and it 
is possible that we may do so at 
that time.” 

Executives in the mail order field, 
while anticipating a good fall sea- 
son, were restrained in comments, a 
possible reflection of the reported 
trend of farm buying as being di- 
rected toward larger purchases and 
toward products purchased on time 
payments. 

Frank Folsom, vice-president in 
charge of general merchandising, 
Montgomery Ward & Co., Chicago, 
said, “I think we will have a fair 
season, although not anything phe- 
nomenal. We are not making any 
special merchandising plans this year 
other than usual.” 

In a similar vein, T. V. Houser, 
general merchandise manager, 
Sears Roebuck & Co., said, “It is not 
our policy to make predictions of 
this nature, but we do feel that the 
farm market picture is very bright 
this year.” 


just when Kansas 


radio... 


today! 


e Long Island City, N. Y- 


Don Searle, 
General Manager 


Citing FTC Okeh | 
| Brings Citation | 


Washington, D. C., July 29.— 
A business paper insertion, 
citing the Federal Trade Com- 
mission’s recent approval of a 
fair trade practice code as au- 
thorizing Covered Button and 
Buckle Creators, Inc., to regu- 
late prices, discounts and terms 
of sale throughout the indus- 
try, brought an unlawful con- 
spiracy charge from the FTC 
today against the organization. 
Its 150 members manufacture 
and sell approximately 90 per 
cent of covered buttons, buckles 
and novelties produced in the 
country. 


W. S. Oberfelder, president, Walter 
Field Company, Chicago, emphasized 
prevalence of instalment buying. 
“Our business is entirely rural,” he 
declared, “but we do not expect any 
increase. Our sales are cash only 
and it is apparent that the farmer 
is spending his increased profits on 
purchases bought on time.” 

Edgar L. Schnadig, executive vice- 
president, Chicago Mail Order Com- 
pany, asserted, “There are too many 
factors other than income influenc- 
ing the farm buying picture. How- 
ever, we are looking for a good fall 
season.” 


“KANSAS RADIO FACTS" tells you 


families do their 


radio listening . . . what stations they 
listen to most... 
grams they like best . . . how they 
feel about beer advertising on the 
and many other valuable 
new facts. "KANSAS RADIO FACTS" 
is yours for the asking. Write for it 


the kinds of pro- 


In the grocery field, the National 
Tea Company is formulating plans 
which will give special attention to 
the promotion of canned goods in 
the coming season. In commenting 
upon the favorable picture presented 
by continued good business in the 
rural areas, Andrew Duncan, adver 
tising manager, paid tribute to the 
successful co-operative campaigns 
staged in the past year on behalf 
of many regional products. 

“These co-operitive campaigns 
have accomplished two things,” he 
said. “They have helped to keep 
prices at a reasonable level through- 
out the marketing season and they 
have helped to avoid huge crop sur- 
pluses. 

“Another significant feature of this 
year’s market picture is that, up till 
now, sales in country stores de- 
pended upon the amount of relief re- 
ceived in the community. This year, 
sales will reflect real income. The 
drouth last year aided in the sales 
of canned goods, Without any drouth 
happening this year, we are contem- 
plating special promotional activities 
with regard to these items in an ef- 
fort to maintain sales at a reasonable 
level. This promotion for canned 
goods will precede our regular ad- 
vertising program.” 

Joseph Novy, advertising manager, 
Steele-Wedeles Company, Chicago, 
said, ‘We find business in the coun- 
try maintaining a steady growth, 
with the better grades now in de- 
mand as contrasted with previous 


price buying. We expect to increase 


our advertising copy in the future 
but have not yet made definite 
plans.” 


Retailers Report Increases 


Wholesalers of the Independent 
| Grocers’ Alliance report increased 
sales for retailers in nearly all sec- 
tions of the country, according to 
J. Sidney Johnson, in charge of the 
merchandising -advertising division. 
| However, Mr. Johnson reported that 
|high prices for crops may not be 
maintained because of possible over- 
production. 

There will be little change in the 
advertising policy of General Mills, 
Inc., Minneapolis, according to H. A. 
| Bellows. He reports, “We are nat- 
|urally feeling the beneficial results 
of better conditions throughout the 
rural area, but just as our sales in 
these areas were less affected by 
hard times than those of other com- 
modities, so it is probable that our 
sales resulting from improved condi- 
tions will be less influenced than 
would be the case if we were deal- 
ing with a less basic commodity.” 


Mailing Service 
Multigraphed letters filled-in equal 
to individually typewritten ones. 

ADDRESSING -MIMEGCCRAPHRING 


THE LETTER SHOP, Inc. 


44 Go. Dearborn St., Wabash 66355 
CHICAGO 
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LOWEST-COST RESPONSE 


of 62 tations/ 


hat's the record WIBW is chalk- 
ing up for a famous cough syrup firm 
—at a unit cost of only |/10c per re- 


sponse! 


And there are tractor-parts catalog- 
requests at 3.9c each. And soap-pow- 


der boxtops—each 


with a dime—at 


|.1c each! And contest entries at | /3c 
each! And soap wrapper responses at 
|/2c each! All coming from WIBW's 
multitudes of Kansas-listener-friends— 


folks who ACT as 


well as LISTEN— 


people who have plenty of new-wheat 


money for steady 
spending. 


RADIO FACTS," 
Send for 


and how. 


Capper Publications 


fall and winter 


Learn exactly why WIBW consistently 
pulls such low-cost results. ‘KANSAS 
based on a new, 
large, unbiased survey, tells you why 


it TODAY! 


Topeka 


Offices: New York—Chicago—Kansas City, Mo.—Cleveland—Detroit—San Francisco 
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August 2, 1937 


~ beckons a 
ATTENTION 
_ 
KANSAS CITY 
Territory — 


= 


3 Desist MONEY wean 


crop in this area since 
the War—largest acreage 
ever planted—highest 
harvest-time prices in 
eight years—with bank 
clearings consistently 
mounting and reaching 
the highest point in 


seven years—these and 


other OUTSTANDING 
fact would indicate that 


A KMBC Tested Pro- 


gram, or your own pro- 
gram, will find a large, 
enthusiastic audience 
that looks to this Station 
for News, Entertainment 
and Buying Suggestions. 


OF KANSAS CITY 
; The Program Building — 
and Testing Station 

-& Peters, Nationa 


ie 
Free 


TWO RAILROADS 
TURN COPY 10 
AIDING CLIENTS 


New York, July 28.—Two railroads 
this week gave their advertising the 
assignment of helping friends and 
customers of the systems. The Mis- 
souri-Kansas-Texas Lines, generally 
known as the “Katy,” began a cam- 
paign designed to attract new busi- 
ness to Texas, while the Union Pa- 
cific, long noted as exponent of the 
big baked potato, is giving this leg- 
end a new twist by endeavoring to 


—— © 


Baked and seeved with foesh briller 
oe A 


Nemes 


ie 


Pl 


4 PACIFIC 


Sfrattaeand 
| | SP AMD RE WON P 
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create new demand for the product. 
Whether it will be extended to other 
products was not disclosed. 

“Please pass the potatoes,” 
the caption of an U. P. newspaper 
advertisement. The copy pointed out 
casually that potatoes are full of the 
elements required by healthy human 
bodies, but suggested that the reader 
forget all of this if he like and merely 
eat potatoes because they taste good. 

Radio is also being used in the 
U. P. campaign, placed by Caples 
Company, Chicago, 


said 


Big in Many Ways 


The Katy is using a list of maga- 
zines reaching business executives to 


acquaint them with the numerous 
pli! en ip FORK 
Pee om .70:000.000 


2 


... has money*toe spend 


advantages of the Lone Star State. 
The campaign, said to have been con- 
ceived by Matthew S. Sloan, chair- 
man of the board of the railroad, is 
based on the theory that the country 
knows too little about Texas, large 
in resources as well as in acreage. 

“The growth and development of 
Texas along agricultural, industrial 
and commercial lines will prove of 
direct and indirect benefit to the 
Katy,” said Mr. Sloan. “Texans 
know Texas as a state of unsurpassed 
richness and unequaled opportuni- 
ties. 

“Through this series of advertise- 
ments, the Katy is endeavoring to 
tell the country at large about it with 
the belief that such promotion will 
do much to attract to Texas new resi- 
dents, new wealth and new indus- 
tries.” 

On the Katy schedule, placed by 
Tracy-Locke-Dawson, are Business 
Week, Fortune, Forbes, Nation's Busi- 
ness, Time, United States News and 
other publications with an executive 
appeal. 


Yamanaka Appoints 
Yamanaka & Co., Inc., New York, 
oriental art objects, has appointed 
Campbell-Lampee, Inc., New York, to 
direct advertising. 


Ma 


Cdve wtisi 


The rates for this department are as follows: 


“Help Wanted,” “Positions 


cash with order. 


Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge $1. 


“Representatives Wanted,” and 
Terms: 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


$4.75 per inch. 
insertions. 


Write for descriptive folder describing discounts for term 


HELP WANTED 


POSITIONS WANTED 


UNUSUAL OPPORTUNITY 


for capable experienced advertising 
salesman seeking a larger opportun- 
ity, permanent connection and par- 
ticipation in business, 

Exclusive non-competitive medium 
of unusual merit now successfully 
used by leading National advertisers. 
This company long established is 
recognized leader in the field. 

Requirements: Good sales record, 
nnowledwe of advertising, resourceful- 
ness, energy, integrity, ability to 
carry self for short time. 

Liberal commission basis, plus profit 
sharing and unusual co-operation, ex- 
clusive territory, leads furnished. 

If you have ability to close large 
sales with outstanding national ac- 
counts in Chicago area and measure 
up to above requirements, write fully 
stating experience, past connections, 
age and telephone number. 

Box 1187, ADVERTISING AGE, Chgo. 


POSITIONS WANTED 


HIGH CALIBRE 
ADVERTISING SALESMAN 


Successful record of creative selling 
with top rung organizations. Ten 
years big agency contact and sales. 
Three years publication sales mana- 
ger. Christian, 42, college graduate. 
Box 1182, ADVERTISING AGE, N. Y. 


NEWSPAPER COPYWRITER, 
31, 8 yrs. newspaper, sales and 
letter writing. College plus1% 
yrs. adv. course. Will do con- 
tact work. Wants job MID- 
WEST AGENCY or PUBLICA- 


TION. 
Box 1179 ADVERTISING AGE, Chgo. 


Thoroughly trained salesman—age 35 
with 11 years personal selling experi- 
ence including 4 yrs. selling and mer- 
chandising; 7 yrs. Dist. Agent life in- 
surance sales, wants to represent 
publication in mid-west. 

Box 1180, ADVERTISING AGE, Chgo. 


AVAILABLE: Advertising salesman 
with 12 years successful experience in 
the trade paper field. Thoroughly ex- 
perienced advertising and sales pro- 
motion of merchandise sold through 
retail channels such as electrical ap- 
pliances, housewares, radio, furniture, 
ete. Age 41; Christian; now located 
New York; will go anywhere. 

Box 1173, ADVERTISING AGE, N. Y. 


CEILING ZERO in my job. Want bet- 
ter visibility with med. size agency in 
copy contact production. 25, 2% yrs. 
exp. grocery adv. since college. 

Box 1181, ADVERTISING AGE, Chgo. 


TEXTILE ADVERTISING 


Woven and printed labels and adver- 
tising novelties for the clothing, head- 
wear, furniture and allied trades. 

It it’s woven or printed on a textile, 
we have it! 

LEON FREEMAN 
404 S. Wells St., Chicago, Il. 
Phone HARrison 4267 


MISCELLANEOUS 


Use photo- offset reproductions § to 
economize on printing ... Cuts and 
typesetting unnecessary. We repro- 
duce anything written, drawn, typed, 
printed. Excellent for illustrated ad- 
vertising pieces, catalog pages, bulle- 
tins, sales manuals, etc. 

300 COPIES (size 8%4x11") $2.50 
Additional hundred copies 25c 
Lower prices in quantity 
Send for samples 


Laurel Process, 480 Canal St., N. Y. 


PHOTO POST CARDS 


SEND FOR FREE SAMPLES OF OUR 
NEW PHOTO AD-CARD. A new and 
novel idea in selling that brings re- 
sults. Don’t overlook this opportunity 
for additional profits. Write today. 
GRAPHIC ARTS PHOTO SERVICE 
3rd & Market Sts., Hamilton, Ohio. 


Space Salesmen 


Get Places on 
ANPA Committee 


New York, July 27.—With election 
of newspaper representatives as 
members of the expanded Committee 
in Charge of the Bureau of Advertis- 
ing, American Newspaper Publishers 
Association, groundwork for the 
United Front campaign has been laid. 

Yet to be named is an advisory 
committee of five newspaper advertis- 
ing managers. 

Newspaper Representatives Asso- 
ciation of New York selected Presi- 
dent Ray H. McKinney, J. P. Me- 
Kinney & Son, and Harry D. Rey- 
nolds, Reynolds-Fitzgerald. 

A. G. Ruthman, of Gilman, Nicoll 
& Ruthman, president, Newspaper 
Representatives Association of Chi- 
cago, and John E. Lutz were selected 
by the Western organization. 


AFINE HOTEL 


in the 
GRAND CENTRAL ZONE 
Opposite the Waldorf-Astoria 


Single, $4 - - - Double, $6 


Featuring two-room suites from $8 
daily. Serving Pantries, Electric Re- 
frigeration. 
e 
Special monthly and yearly rates 
oe 


Excellent Restaurant 
and 


Duplex Cocktail Lounge 
Air-Conditioned 
Music during Cocktail and 
Dinner Hour 


The 
VUVeYr 
HOTEL 
125 EAST 50th ST. 


WM. A. BUESCHER, Manager 
NEW YORK 


New Outdoor 
Device Gives 
Movie Effects 


New York, July 28.—Operation of 
the new “Epok control’ device for 
outdoor spectaculars was described 
today by Douglas Leigh, president of 
the New York outdoor advertising 
company controlling the patents, as 
he reported negotiations are being 
carried on with 90 per cent of the 
electric plants in the country. 

The new device is now in opera- 
tion on two Broadway signs, one for 
Browne Vintners, Ine., maker of 
Wilson whisky, and the other for 
Paramount Pictures. The Wilson 
sign, which takes the space used for 
about five weeks last spring to adver- 
tise the Leigh company and to ex- 
periment with the control, has been 
in operation since June, while the 
Paramount spectacular has been up 
for about two weeks. 

Epok control employs, for the first 
time, Mr. Leigh said, the basic prin- 
ciple of the “photo-eleectric eye.” It 
makes possible 104,000,000 flickers 
per hour. The device has been con- 
trolled by Leigh since about 18 
months ago, with animated cartoons, 
movie trailers and slides among the 
possible effects. 


Picks Byron Moon 

Consolidated Trimming Corpora- 
tion, New York, maker of trimmings 
and fabrics for upholstering, drap- 
eries, and other home furnishings, 
has appointed the Byron G. Moon 
Company, Inc., New York, to handle 
its advertising. Trade and consumer 
copy in national publications will be 
used. 


Za-Rex Starts Drive 
Za-Rex Company, Boston, maker 
of fruit syrups, has launched a news- 
paper campaign in 13 New England 


newspapers. 


waste of your good money. 


and sell your retailers . . and 
sweep the town off its feet! 


to Chicago alone. 


ADVERTISING 


LOOKS O.K., BUT— 


- HOW ABOUT COVERAGE? 


Don't let lack of adequate coverage embarrass YOU. 
In a beauty contest or in an advertising campaign 
.... it's distribution that counts. 


The best ad in the world . . without adequate distribution, is a 


What Is Your Dealer Distribution in Chicago? 


We'll take any grocery or drug product of merit and get you 
COMPLETE DISTRIBUTION . . sample every 


This isn't a claim . . it's a PROMISE. . and need not be confined 


BIG 4 ADVERTISING CARRIERS 


742-44 S. WABASH AVENUE — CHICAGO 


Central Zone Division of 


DISTRIBUTORS OF AMERICA. 


home . . contact 
we'll do it so fast that it will 


Inc. 
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MUSIC. MAKERS’ 
CONCLAVE HITS 
CHEERFUL NOTE 


(Continued from Page 1) 


piano sales year is invariably more 
productive than the first half, Mr. 
Mennie said, total pianos sold during 
1937 will probably reach 130,000. 


Broadcasting Proves Boon 


The advancement of radio broad- 
custing, for years pointed out as one 
of the prime reasons for the decline 
of piano and musical instrument pop- 
ularity, was hailed by executives of 
the industry as a blessing in dis- 
guise. Radio listening habits have 
fostered a new national appreciation 
of music, it was pointed out, and the 
alert work of schools in instilling a 
love for good music plus more intelli- 
gent music teaching methods have 
likewise contributed to the upswing 
which is setting new musical instru- 
ment sales records. 

William Heller, president, Winter 
& Co., New York, which claims to be 


WHICH ROAD 
DO YOU CHOOSE? 
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fe eee Detour 
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PRINTING 


ou know that detours are 
Waa irritating, generally 
costly —and sometimes the 
cause of serious loss ... Why 
suffer these handicaps in 
your printing or other produc- 
tion needs? Why have your 
printing continually detoured 
—one place for engravings, 
another for type-setting, some- 
where else for presswork?.. . 
When you put selling vehicles 
on the straight, smooth, fast pro- 
duction route—Faithorn 3-in-1— 
you avoid all detours. Your jobs 
bowl merrily along; arrive on 
schedule —clean and hand- 
some, fit to carry your sales mes- 
sage with honor... You'll get 
convincing testimony if you write 
us for the names of executives 
we serve and samples of the 
productive work we are doing. 
Exceptionally well fitted to submit ideas, 


write copy, prepare sketches and draw- 
ings—through every step of production. 


@® For years the 
|. P. Smith Shoe Co. 
haverouted muchof 
their printing over 
Faithorn 3-in-l. Ask 
them how theylikeitl 


YOUR NAME HERE 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish 
but all are here, ready to serve you... 
Speed, economy and satisfaction assured. 


FAITHORN 


CORPORATION 


$04 Sherman St., Chicago * Wab. 7820 


DAY AND NIGHT SERVICE 


SERVES YOUTH 


THERE'S Madéc WN HER SUUL 


This little lady will also add fuel to Win- 

ter & Company's campaign opening in 

September on the theme of musical edu- 
cation for children. 


the largest piano manufacturer in 
America, announced that the com- 
pany’s fall campaign will be the larg- 
est in its history, involving an ex- 
penditure of 200 per cent over the 
past year. Using as a theme the de- 
velopment of musical education in 
children, the Winter campaign wil! 
break in the last September issue of 
The Saturday Evening Post and in 
the October issues of American 
Home, Better Homes & Gardens, 
Good Housekeeping and Parents’ Mag 
azine. An elaborate catalog in full 
color has been prepared and exten- 
sive dealer promotion material has 
been made available. Authoritative 
styling in different models will be 
featured with prices ranging from 
$295 to $495. Samuel C. Croot Com- 
pany, Inc., New York, has been ap- 
pointed agency. 

Rudulph Wurlitzer Company, De 
Kalb, Ill., which has just named the 
Buchen Company, Chicago, as agency, 
has introduced a new line of pianos, 
somewhat similar to baby grands but 
with semi-circular backs, ranging in 
price from $295 to $1,000. National 
magazines and local newspapers in 
several cities where the company 
operates retail outlets will be used 
to promote the pianos. 


Match Sales Increase 


Baldwin Piano Company, Cincin- 
nati, will increase its advertising 
appropriation to match sales. in- 
creases that have been registered 
over last year. Newspapers will be 
used in eight cities where Baldwin 
has retail stores and in several na- 
tional magazines. 

Thomas F. Joyce, sales promotion 
manager, RCA Mfg. Company, 
Camden, N. J., said the company 
will conduct one of its most inten- 
sive advertising and merchandising 
campaigns this fall for its new line 
of radio-phonograph combinations, 
in “recognition of the rising tide of 
public enjoyment of music.” National 
magazines, 58 newspapers, radio 
broadcasting and an extensive dealer 
co-operative advertising program will 
back up the effort. 

M. Hohner, Inc., New York, manu- 
facturer of harmonicas and _ ac- 
cordions, will mark its high sales 
records with a continuation of the 
aggressive campaign that has re- 
sulted in renewed popularity for 
these instruments. A long list of 
general magazines will be used and 
comic strip advertising in Sunday 
newspapers will be carried on. Ath- 
erton & Currier, Inc., New York, is 
the agency. 

Charles E. Wells, retiring presi- 
dent, National Association of Music 
Merchants, told ADVERTISING AGE that 
retail music outlets can be expected 
to increase their advertising activity 
during the coming year by at least 
50 per cent over last year. News- 
papers, direct mail and point of pur- 
chase displays will be the chief 
media, he said. 


Dr. Hood Joins Mobile 


Dr. Archer Leslie Hood, authority 
on voice culture, president of the 
Hood Educational Broadcasts, Inc., 
and publisher of World Trade Re- 
view, has been elected a director and 
appointed treasurer of Mobile Adver- 
tising, Inc., New York. Alexander M. 
Bremer, attorney, has been elected a 


Bee 


director and appointed vice-president. 


PARKER TELLS 
FACTUAL BASIS 
FOR CAMPAIGNS 


‘(Continued from Page 1) 
gate of its three closest competitors, 
according to the survey. 

Pens are highly regarded as gifts, 
63 per cent being bought for this 
purpose and only 37 per cent being 
purchased by the owner. Fountain 
pens, however, are not regarded as 
a luxury, ownership being distributed 
evenly among all income classes. 

The fall campaign for the Parker 
Speedline Vacumatic, a sacless pen 
with 102 per cent to 128 per cent 
more ink capacity than the Parker 
Duofold, and having “television” ink 
supply, will be given new glamor by 
a “mystery” gift box, described as 
“far more luxurious and captivating 
than any ever offered.” Copy will 
place considerable emphasis on the 
Sealomatic desk set, improved to end 
seepage of ink from pen to retainer 
und prevent drying of ink on the 
pen point. 

The fall campaign will embrace 17 
magazines, 134 newspapers and 230 


college papers, including preferred 
positions in many magazines and 
both monotone and color rotogravure 
in the newspapers. Advertising will 
climb to peaks before school opening 
and Christmas, 

The magazine list includes Ameri- 
can Boy, The American Weekly, 
American Magazine, Boys’ Life, Col- 
lier’s, Cosmopolitan, Esquire, Na- 
tional Geographic, Open Road for 
Boys, Photoplay, Redbook, The Satur- 
day Evening Post, Scholastic, This 
Week, Time, Vogue and Woman's 
Home Companion. 

L. A. Crowell, executive vice-presi- 
lent of Blackett -Sample - Hummert, 
Chicago, is account executive. 

Parker Pen Company has also is- 
sued a manual, “How to Make More 
Sales at the Pen Counter,” in which 
it urges the dealer to concentrate his 
efforts on $10 pens, which, requiring 
higher investments, also yield greater 
profit, while bringing the buyer more 
ultimate satisfaction. 

While giving the dealer and his 
staff numerous talking points in be- 
half of the new Super Vacumatic, the 
manual makes the interesting state- 
ment that while the retail organiza- 
tion should be fully cognizant of the 
mechanical construction of the 
Parker, it should avoid getting into 
complicated discussions, 


“Few people are mechanically 


minded and such a discussion often 
confuses the real issue,” it warns the 
retailer. 

The manual also invites compari- 
son with other brands of pens, ad- 
vising the dealer: 

“If the customer opens the sale by 
asking to see a make of pen other 
than the Parker Vacumatic, be sure 
to first show him the pen he asks 
for. The surest way to sell a Parker 
Vacumatic to such a customer is to 
allow him to see the vast difference 
in quality and advantages between 
it and the pen he had in mind when 
he came in.” 


Hayes Names U. S. 


The United States Advertising 
Corporation, New York, has been 
appointed to direct advertising of 
the Hayes Body Corporation, Grand 
Rapids, Mich. Plans are under way 
for an extensive campaign to pro- 
mote the company’s. electrically 
welded all-steel safety trailers. J. T. 
Jones is account executive. 


In Atlanta 
THEY LISTEN TO 


Know 


@ No. 8 in a series featuring 
publications using our ser- 
vice. Thus we strive to present 
visual evidence of what we 
are doing to prove our ability 
to produce effective printing 
for you. 


them 


by their DEEDS! 


FARM 
IMPLEMENT 
NEWS 


E.N and magazines and business institutions are 
evaluated by their record of achievement in 
their respective fields of endeavor. 


FarM IMPLEMENT News has a record of achieve- 
ment. For fifty-five years it has kept the far-flung 
industry it serves up to date—with news; with tips 
on better business methods; with ideas on how to 
make more sales and more profits; with information 
about new products and new developments. 


How well it has succeeded can best be illustrated by 
the fact that its list of advertisers could well be used 
as a roster of all the top-notch manufacturers in the 


industry. 


And by the same token... 


The Printing Products Corporation lays claim to 


a measure of achievement. 


In addition to Farm ImpLEMENT News our printing 
service is used by 70 other first-class publications and 
by many buyers of catalogs, books, sales literature, 
reports and general printing. Our products go out in 
the business world and work. 


Send your specifications and learn how profitably our 
service can be made to work for you. 


PRINTING PRODUCTS CORPORATION 


National Printing Service 
124 WEST POLK STREET 


WABash 
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Taken at 1/100,000th of a second. Photos by courtesy of Ethyl Gasoline Corporation 


AT THE MOMENT OF IMPACT 7 


COLUMBIA IS THERE! In Wimbledon or Forest Hills — Princeton 
or Portland — Milwaukee or Carnoustie — broadcasting to the nation 
the most brilliant sporting-event schedule in CBS history. In tennis, 
golf, baseball, football, track, crew, horse, auto and yacht racing, 
Columbia is there! On the field of play — at the moment of impact — 
with the starter’s gun — with all the thrills and all the details. Here’s 


just part of Columbia’s advance and exclusive sports schedule. 


COLUMBIA’S MAJOR SPORTS SCHEDULE (partiat tistine) 


U. S.— Germany Davis Cup Matches from England ..... . JULY 17-20 

U. S.— England Davis Cup Finals. ........... . . JULY 24-26-27 
* The National Doubles Tennis Championship ......... AUG. 23-28 
* The National Singles Tennis Championship ........... SEPT. 2-11 
* The National Amateur Golf Championship. ......... AUG. 23-28 
* The Women's Amateur Golf Championship ........... OCT. 4-6 
* The P. G. A. Championship. . . . 2... 2.12 0 eee ee ss MAY 1988 
* The Kentucky Derby ....... we ee ee es. MAY 1938 


* All 1938 races broadcast from Aqueduct, Belmont, Empire, Jamaica, and 
Saratoga tracks. 


Endeavor Il vs. Ranger Cup Races ........... JULY 31 TO CLOSE 


CBS will broadcast exclusively from the Official Boat of the Racing Com- 
mittee of the N.Y. Yacht Club and from the U.S. Coast Guard Cutter Tahoe. 


PLUS BASEBALL AND FOOTBALL, OF COURSE, ON NATIONWIDE HOOK-UPS. 


* CBS exclusive broadcast from the field. 


COLUMBIA BROADCASTING SYSTEM 
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ADVERTISING AGE 


y PHOTOGRAPHIC 


REVIEW O 


THE WEE 


) 


I Goldenrod Ice Cream Company, Chicago, is directing a campaign to children, 
seeking to induce them to specify the brand of ice cream in their cones, and 


Gulf Oil Corporation, Pittsburgh, has adopted a new variety of pictorial sequence ia outdoor advertising. This poster 
begins the sequence with two subsequent posters along the same highway taking the youth to the gas station and then with 
his girl friend on a date. 


MAKES TEST OFFER 


se 


2 FREE 


wena 4 


=i 


=. 
if not satisfied with test blade 


Semi-humorous illustration of a satisfied 

shaver features Gillette Safety Razor 

Company's new Probak razor test-offer 

display. Einson-Freeman Company, Long 

Island City, N. Y., designed and litho- 
graphed the display. 


GULF ADOPTS NEW POSTER SEQUENCE TECHNIQUE 


cee tae 


Lithography by Strobridge Lithographing Company, Cincinnati. 


Sc NG Salas oS 


DISPLAY TIES UP TO CARTOON COPY 


HeADACHES. 
as asomc i 


Cartoon side-cards tie up the new “Summer Girl’ window display for Miles 
Laboratories’ Alka Seltzer with current car card copy. Walter Otto painted the 


Underwood & Underwood, Chicago, produced this effective illustration to keynote 
the promotion. 


DOUBLE SLOGAN 


girl. Lithography is by Forbes Lithograph Company, Boston. 


FEMININE FOIL 


hua fei FLAVOR 
Suish fot BOVQVET 
"The Best of Fae Wer tels” 


WHASANS S4nt82ONW 


IRISH AMERICAN 
Yf, hishey 7 


Cocrene 02 Se Lok WE Recher ox 


William Jameson & Co., New York, turns 

its Original Irish American Brand Whisky 

name into a double slogan in a new 

magazine and newspaper series, with the 

headine, "American for flavor—lIrish for 

bouquet." Lawrence Fertig & Co., New 
York, is the agency. 


This new Liggett & Myers counter dis- 
play for Granger Rough Cut gets re- 
action emphasis from the girl passerby. 
Lithography by Forbes Lithograph Com- 

pany, Boston. 


STAGE TECHNIQUE BROUGHT TO LIFE IN COAST DISPLAY 


A five-act promotional show, titled "Fashions Electrical,” is being sponsored by Proctor Electrical Company, Philadelphia, in 
co-operation with department stores and utilities throughout the country to dramatize uses of electrical appliances. 


SHORTS-CLAD MISS MAKES SERVICE BOW 


oe 


es ee ee Fe Ye YY 


es OOCDOOOOOOO 
risinarsisr ee 
> CROOOCR OC. 


BRAARAR ARKO ED 


“hen a Standard Oil Company of Indiana dealer recently introduced a silk- 
hormed miss to service customers, it may have inspired this innovation by an 
antic dealer in New Jersey. His hostess’ costume is abbreviated but she 


Two attractive models animate this new outdoor Foster & Kleiser display for Paramount in Los Angeles, with the young 
performs the same duties. 


ladies at intervals strolling across the stage to open and close the curtains. 
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hat’s on the 


other side of the hill ? 


oe Since man came down from the trees he’s 
> troubled his mind with unknowns — and 


found the answers. He still does. 


Today the people who get ahead are the ones 


who ask the most questions: 


“Who?” 
“What?” 
“When?” 
“Where?” 
“How?” 

“Why?” 
Now intelligent people want to know and remem- 
ber everything important that happens anywhere, 


everywhere. 


Time teHs them. Time’s business is satisfying the 
unresting curiosity of people whose curiosity has no 


horizons. That’s why TiME is important to its readers. 


Curious too about the things that touch 
their daily lives, Time’s readers want facts 
and reasons about the things they buy. 
Telling them in Time is the way to sell them. 


TIME 


The Weekly Newsmagazine 
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